





Head 


T always makes us hot under the collar when 
| we hear some manufacturer say, as we fre- 

quently do, that the wholesaler’s salesman is 
just an order-taker—that, with the 35 or 40 pound 
price book which he lugs around, he just can’t 
be anything else. 


Four out of five of our wholesaler readers are 
salesmen, rather than executives. ‘Therefore we 
should know something about what sort of man 
the typical wholesaler’s salesman actually is, and 
we firmly believe that we do know. 


But, there are many people in this electrical 
business who apparently don’t know—and they 
don’t know because the wholesaler’s salesman is 
too busy with his knitting to toot his own horn. 
For this reason we look upon him as the unsung 
hero of this electrical industry. 


We have found Mr. Typical Wholesaler’s Sales- 
man to be the kind of chap who operates under his 
own steam, who develops his own ideas, who is 
quick to sense a sales opportunity and who— 
because of these qualities—goes out and gets 
orders which otherwise would never be placed 
with anybody. 


For example: Out in the prairie country a 
salesman had a customer who made portable lamps. 
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He wanted more business from this customer, but 
he knew the customer would first have to sell 
more lamps. So he conceived an idea—a three- 
piece IES ensemble, a matched set consisting of a 
bridge, study and end-table lamp of inexpensive 
design. He sold the idea, the customer designed 
the lamps, and the wholesaler’s salesman took out 
samples and actually sold thousands of them to the 
utilities of his territory as campaign numbers. He 
used headwork, he produced new business, and it 
was all a part of the regular day’s work. 


NOTHER case, this one in a large industrial 

city: The wholesaler’s salesman knew the 
lighting in a certain plant was “lousy,” but he 
couldn’t seem to get beyond the P. A. He, too, 
had an idea. He sent the P. A. a sight meter in 
a plain package and said nothing, just waited. 
The gadget lay on the P..A.’s desk, the vice- 
president saw it, played with it, took it out into 
the plant and, to make a long story short, the 
salesman landed one fine order for reflectors. 
Another case of head work. 


These are typical stories and true stories, too. 
We could go on and on if space permitted. But 
they are sufficient, we believe, to prove our con- 
tention that every day manufacturers ship goods 
that never would be shipped by anyone if it wasn’t 
for some wholesaler’s salesman. 
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Switching mechanism is isolated from interference 
with connecting wires, with make and break confined in a 
porcelain well, separated from opposite polarity and with 
no exposed mechanism. Parallel jaws evenly distribute the 
arc which is broken on a sector of a circle:—no single-point 
break to cause pitting. Double break in each leg sharply 
reduces the arc; prolongs life of contacts. Break overload 
is cut to minimum by the parallel-radius break and quick 
operating mechanism. Full floating, self-aligning contacts 
provide automatic adjustment for movable and stationary 
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ROW ELECTRIC DIVISION, 


THE Se & HEGEMAN ELECTRIC CO. HARTFORD, CONN. 





contacts. Rotor contacts project beyond barrier 
surface, which moves between stationary contacts with- 
out rubbing. Heavy spring tension on stationary contacts 
makes positive connections. Fibre barrier is treated to 
resist moisture; cannot swell or warp out of shape or 
alignment. Top-wired for convenient installation; all 
connections easily accessible in roomy box, with handy 
knockouts in variety of sizes. Finished in attractive gray 
enamel. For complete-line listings of these Type D Switches, 
ask for new Safety Starting Switch Catalog No.7... 
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Never Mind The Driver . . 


Try « CLERK 


S OME one has said that there are only two 
Death 


and Taxes. To which I’d like to add one more— 


things in life that are certain . . . 


I'll never be a golf player. Pros and friends have 
sweated and sworn—books have been read—hun- 
dreds of practice balls have been worn out—the 
left arm has been held rigid—the head has been 
kept down (theoretically)—the knees have been 
flexed and on and on but no use . . . the most 
important tool in my bag is still a Veeder counter. 

Down at Hot Springs a coupla weeks ago a 
friend of mine who shoots in the 70’s saw me strug- 
gling from bunker to rough to bunker again, took 
me aside and promised to take 18 (eighteen, count 
em) strokes off my game (would still be lousy). 
So I said “Good Bye” to the other three fellows 
who were going around with me but I didn’t like 
the way they answered “GOOD bye.” Reminded 
. full of relief. 


Anyhow I grabbed my driver and followed the 


me of the Administration . . 


boy friend to the practice grounds. Well imagine 
my surprise when he put the driver back in the 
bag and handed me the No. 6 iron and with it 
some sage advice. Here itis. ... 

“Everybody tries to drive 300 yards but low 


scores are made not off the tee . . . they’re 
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made right off and on the green. Getting the ball 
into the cup is more important than getting it way 
off the tee.” 

And what’s true of golf is likewise true of sell- 
ing. Too many of us try for distance; we’re long 
on the long game and short on the short game. 
Too much SOCKO. . . . too little APPROACH. 
Getting the ball into the cup .. . 


the order into 


the bag . . . that’s what counts. . . . That means 
more practice with that part of your selling game 
that is too much neglected . . . the approaching 
and putting approaching your customer 
just right . . . putting his name on the dotted 
line. 


Try it—it helped my golf—it’ll help your sales! 


= 
é 














Counter College— 


The Salesman’s Proving Ground 


shop argued with his electrician customer across the top 


A WAY back in the late eighties, the proprietor of a modest 


of a huge packing-case. On top of that case lay an assort- 
ment of the earliest electrical “doofunnies,” and there and then 
the city counter was born. No quavering infant wail heralded 
the birth—only the agonized roar of the customer, as he laid 


four bucks on the line for a 16 
c.p. lamp and a socket. 

As demand increased rapidly and 
wholesalers expanded, the modest 
counter and showcase which had 
succeeded the pine box, grew in 
importance. Manned at first by 
anyone handy, from the boss to the 
versatile stock man, the “City Desk” 
developed into a major unit, with 
its own special attendants. Yet it 
must be admitted that this lusty 
and agile offspring too often is 
regarded and treated as a step-child. 


Primarily For Service 


The city counter or “store” is 
primarily an indispensable unit of 
service, because its main function is 
to back up the outside salesmen with 
fast “over-the-bar” deliveries, quota- 
tions and accurate information re- 
garding material and applications. 
Practically all of the wholesaler’s 
customers pick up goods at the 
counter. The contractor snatches 
his order on the run and relays it to 
his men. The dealer comes for ap- 
pliances, lamps, and so forth, for 
rush orders. The industrial uses 
the phone and a pick-up truck. All 
of these are in a hurry and depend 
on the counter men. 

Because this constant personal 
contact either builds up or cuts 
down volume and good will, the 
most important factor in city counter 
success is the men behind it. Exag- 
gerated, but appropriate, is the fol- 
lowing description of the mental and 
physical requirements, by a sales 
manager who won his spurs behind 
the old oak slab: “A real counter- 


hopper needs a Will Rogers disposi- 
tion, a split-second mind and a 
money-lender’s memory. He should 
have seven hands like a cockroach, 
chicken feet for climbing ladders 
and a quarter-inch hide to stop hot 
shots from contractors. He must 
instantly identify a ‘you know with 
a brass hoosis on top,’ and have the 
courage to sell the customer what 
he needs and not what he asks for.” 

Seriously, the traits and ability 
which make the counter man valu- 
able are developed by the strain of 
the battle rather than any set rules 
laid down. When all the crew insist 
on going the second mile and when 
they spare neither time nor effort to 
satisfy the customer and increase his 
purchases, then you have teamwork 
and harmony in a high degree. 

Because this happy condition can 
only be found where the boys re- 
ceive full support from the manage- 
ment, it is proper to stress here 
several vital helps which should be 
demanded by the counter and cheer- 
fully guaranteed by the powers that 
be. Some call for additional invest- 
ments, others require extra effort by 
the office force, but all of them pay 
large dividends. 


Adequate Stock Necessary 


First, an adequate stock is two- 
thirds of the battle and the lack of 
it is responsible for more lost busi- 
ness and good connections than any 
other single factor. When the cus- 
tomer gives the visiting salesman an 
order, there is time for stalling or a 


pick-up if items are missing. But 
when that customer visits the counter 
he is nearly always hard up for the 
material. If he doesn’t get it he is 
not interested in why you are out of 
it, all he knows is that he must wait 
or lose gas and time shopping else- 
where. 

For example, Bill Jones, city 
salesman, has worked for weeks, 
perhaps months, on a contractor who 
buys heavily from another whole- 
saler. This contractor likes Bill, 
has nothing against the house, and 
finally, when his men are waiting for 
material, decides to give Jonesy’s 
place a whirl and appears at the 
counter with a nice list. But alas 
and alack! They are out of this, not 
enough of that and something else 
will be in this week. Does he roar? 
He tells the whole place how Jones 
has been tormenting him for busi- 
ness and promising him service and 
now they can’t complete an order. 
Although he takes what he can get, 
poor Bill has to start all over again. 

To prove this condition is un- 
necessary and costly, you can find, 
in most cities, at least one wholesaler 
who goes the limit for complete 
stocks. Naturally, any house that 
goes a step farther and sells items 
the others pass up is bound to get 
the lion’s share. The reputation of 
having a better stock grows quickly 
and the only way competitors can 
break in is to follow suit. 


Depleted Stocks Costly 


Keeping up stock is no easy mat- 
ter, and the counter men must take 
their share of the blame for empty 
shelves. Ordering is supposed to be 
automatic, low stocks being dis- 
covered when shipments are de- 
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When a man graduates from the Sales 
counter he is stout hearted, diplomatic 


and a walking electrical guide book. He has 
learned the value of adequate, accessible 
stocks, complete catalogues and price 


sheets. 


ducted from the — stock-record. 
However, there are many catches to 
this. The factory may be a long 
way off; a heavy billing delays the 
take-off ; goods leave the shelves on 
orders which are held up in the 
shipping-room, or the stock-record 
may be off through error. 

The counter men are constantly 
among the shelves, and should re- 
port stock when low, not when com- 
pletely out. This system of turning 
in want slips is very effective when 
religiously carried out. It is also 
especially valuable when a report is 
made of every item called for but 
not stocked. Particulars should be 
given, as when certain industrials or 
contractors prefer a fitting or device 
and will buy it regularly. The bulk 
of an oil company’s business was 


shifted to one wholesaler because a 
live counter man insisted on stock- 
ing for them certain explosion-proot 
fittings and reflectors. 


Make Stocks Accessible 


Next to adequate stock, accessi- 
bility and condition are important. 
The counter men are continually 
urged to “sell him something more” ; 
they cannot do this if their time is 
wasted by congestion and poor ar- 
rangement of goods. They should 
not have to go after and open heavy 
standard packages, while waiting 
customers fret. They should not 
paw around in a silk cord cabinet 
tangled like a snagged fish-line, or 
fight their way through trucks and 
crates to get conduit. 


Other bugbears are untagged 
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broken coils of wire, cable and cord; 
unmarked shelf drawers and bins; 
materials far out of place, defective 
articles in with good ones, and ar- 
ticles robbed of some part. This 
robbing is a crime hard to punish 
because it is committed in the name 
of service, but it plays hob with 
stock, The extent to which it can 
be carried is shown by the recent 
discovery of a shelf of coffee- 
makers where eight of the 12 cartons 


were marked “less handle, less upper 
bowl, and so forth. 


Catalogues Important Aids 


After complete and _ well-kept 
stocks come catalogs and prices. The 
customer wants just two things— 
the goods for use or resale and their 
cost to him. No one denies that the 
counter needs up-to-the-minute data, 
hence it is hard to believe that this 
department is so often sadly neg- 
lected in this respect. The usual 
wholesaler’s bulletin shows the mine- 
run items, but a large number of 
factory catalogs are in constant use, 
and keeping all of the information 
up-to-date is a nerve wracking job. 

Several copies of the house bulle- 
tin are usually kept lying on the 
counter. The big problem is the 
factory catalogs. The best plan so 
far to have them handy and keep 
them in good shape is a made-to- 
order metal frame, fastened to the 
counter and holding, in alphabetical 
order, all the catalogs, bulletins and 
sheets covering the lines handled by 
the firm and certain competitive lines 
as well. This is not practiced gener- 
ally, and in some cases where the 
catalogs are rodded together, the 
outfit is so unwieldy it is almost im- 
possible to insert sheets properly. 
Where catalogs are filed loose they 
are often mislaid or carried away. 

It is the duty of the management 
to see that the counter is furnished 
the very latest information; like- 
wise it is the duty of the men to 
retain and use every bit of it. If 
this were done properly, the counter 
men would not be humiliated by 
customers going over their heads to 
the office for prices because they 
doubt the accuracy of the men at the 
counter, who, for the sake of their 
prestige and value as_ salesmen, 
should be able to quote the right 
price on any article. 


(Continued on page 38) 

















A Franchise Plan that 


Buitps SMALL TowN 


OWN in Louisiana, Mississippi and Alabama, a group 
of 58 retail outlets is providing stiff competition for the 


chain stores on electrical, radio and automotive lines. In- 
cluded in this group are 37 independent dealers, franchised 
to operate as “Dixie Autolec Stores,” also 21 “Autolec Stores” 
(which do not use the term Dixie) owned and operated by 


the Interstate Electric Co. of New 
Orleans. 

It all began some 12 years ago 
when a group of automotive whole- 
salers and manufacturers, meeting 
at Mackinac Island, subscribed to 
a fund to help independent retailers 
combat a national chain store or- 
ganization that was making serious 
inroads upon their business. The In- 
terstate Electric Co. distributed both 
electrical and automotive lines, and 
President Percival Stern was one 
of the subscribers to this fund 
who seriously attempted to follow 
through on the plan and to develop 
constructive methods for showing 
his dealers how to sell against this 
new competition. 

His first move ‘was to open retail 
stores of his own in order to “get 
his feet wet” and to learn the deal- 
er’s problems at first hand. This, 
of course, aroused the opposition of 
the independent dealers who looked 
upon him as another competitor, 
but it taught him how to beat the 
chain stores at their own game, and 
to develop a franchise plan that, to 
date, has brought over 700 appli- 
cants from these same dealers. 

Stern’s early experiences taught 
him that the average electrical or 
hardware dealer resents being told 
how to run his business. Not two 
dealers out of 50 would follow 
through on the merchandising plans 
which he developed. They looked 
upon him as a meddler and resented 
his efforts to help them. So the 
Autolec franchise plan was grad- 
ually developed to give him positive 
control over the dealers’ operations, 
and then a world of patience was 
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exercised to bring the dealer around 
to where he would give his willing 
and whole-hearted cooperation. 
From the operation of his own 
retail outlets, Stern soon saw that 
he must have a complete assortment 
of lines which would. give fairly 
uniform sales volume during the 12 
months of the year. So, today, the 
Interstate Electric Co. is in reality 
a home and farm equipment distrib- 
utor. In addition to wiring mate- 
rials, lighting fixtures, radio and 
electrical appliances, the company 
handles kerosene refrigerators, gaso- 
line washers, gas and _ kerosene 
ranges, water heaters and _ space 
heaters, motors, tools, water pumps, 
farm light plants, fans, attic ventila- 
tors and unit air-conditioners. It also 
handles bicycles and fishing tackle, 
in addition to a full line of automo- 
tive supplies, including tires, bat- 
teries, spark plugs, brake lining, ig- 
nition, seat covers, replacement 
parts, lubricating oils and greases, 
tools and equipment. With this wide 
assortment of lines, Interstate’s 


variation in monthly sales does not 
exceed 15 per cent. 

The franchise plan itself has been 
made flexible, because the small 
dealer cannot afford to do every- 
thing which the large dealer can 
and should do. This requires three 
separate set-ups for the small, me- 
dium and large dealer, respectively. 
The plan also provides for three 
types of dealers: 

1. THE FULL LINE DEALER, who 
handles all the Interstate Company’s 
lines, but handles no competing lines, 
and who is permitted to operate 
as an authorized “Dixie Autolec 
Store.” 

2. THE ASSOCIATE DEALER, who 
handles either all the electrical or 
all the automotive lines, but who 
cannot use the Dixie name. 

3. THE SEMI-JOBBER, usually an 
electrical contractor or repair shop, 
who receives an exclusive franchise 
on the company’s major lines, re- 
sells to small dealers and also does 
their servicing. 

The contract with each dealer re- 
quires that he buy everything from 
Interstate and that he take on no 
additional lines of any kind without 
first obtaining the permission of this 
distributor. He must sell in accord- 
ance with the standard terms set up 
by the wholesaler and cannot sell 
for more than the published retail 
prices. He may, however, sell for 
less than established prices, in order 
to meet competition, without first 








EACH DEALER receives a standard sign, made right in the Interstate warehouse 
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The Interstate Electric Co. of New Orleans, by 


rounding out its lines and offering a complete 


merchandising service to a group of carefully 


selected dealers, is providing keen competition 


for chain stores in three southern states 


going to the wholesaler and getting 
his approval. 

He must also maintain adequate 
stocks and carry out the merchan- 
dising policies set up by Interstate. 
If any of its terms are violated, the 
contract may be immediately can- 
celled. In return for these obliga- 
tions, the franchised dealer is 
supported by a merchandising serv- 
ice which, in completeness, rivals 
that of the national chain store or- 
ganizations. 

Interstate is spending $75,000 for 
advertising this year. A third of this 
amount is for broadcasting over 
local CBS stations. Sponsored 
“news casts”, three times a day, in- 
clude a plug for Autolec dealers. 
Four newspapers will carry a total 
of 50,000 lines of space this year. 
Each week the dealer is given a 
“special” to feature, and this “spe- 
cial” is announced over the radio 
and in the newspapers. 

A completely equipped advertis- 
ing department has been set up on 
the third floor of the Interstate 
warehouse. Here artists prepare 
hand painted displays for the deal- 
er’s store and show window. Here, 
also, are made the standard outdoor 


signs, which identify each Dixie 


Autolec Store and also carry the 
owner’s name. These signs are 
painted in standard colors. 
Printing and duplicating equip- 
ment supplies each dealer with 
standard announcements, _letter- 


heads, contract forms, inventory rec- 
ords, sales reports and prospect 
cards, imprinted with his own name. 
Sound films are also prepared and 
loaned to the dealer. 

The Autolec dealer does not buy, 
he merely places orders based upon 
his actual turnover, as shown by his 
monthly inventory report. He no 
longer spends from 30 to 40 per 
cent of his time interviewing whole- 
salers’ salesmen, but devotes this 
time which the Dixie plan saves him 
to actual selling. As a result, Stern’s 
dealers rapidly develop into aggres- 
sive merchandisers, and at least one 
has fitted up a display truck which 
permits him to carry samples of all 
major lines direct to the farmer. 

Every three months, all fran- 
chised dealers are brought into New 
Orleans for two days of intensive 
schooling, in which the manufac- 
turers participate, and which ter- 
minate with a banquet. 

With all of this support, dealers 
are making phenomenal sales rec- 
ords. One, located in a town of only 
5,000 persons, recently sold 21 re- 
frigerators and 25 radios over a 
period of three weeks. 

Despite the fact that over 700 
dealers have applied for Autolec 
franchises, only 37 have been ac- 
cepted. No applicant is signed until 
he has made at least two or three 
attempts to secure a franchise, and 
then only after a careful study of 
his set-up and his territory indicates 
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STANDARD LETTERHEADS, contract blank: 
and report forms are provided by 
Interstate 


he will be successful. Consequently, 
because these franchises are so dif- 
ficult to secure, they are eagerly 
sought after and Stern’s immediate 
problem is to keep his chain of 
dealer-owned stores from growing 
too rapidly. 

Meanwhile, the 21 directly-owned 
Autolec stores, six of which are in 
New Orleans, continue to serve as 
experimental laboratories. The latest 
experiment is a department which 
has been leased in a local department 
store. This newest venture has al- 
ready demonstrated that the depart- 
ment store sells only two out of five 
people coming into the department, 
as against four out of five in the 
Autolec stores. This seems to indi- 
cate that, while people have con- 
fidence in the specialty store, they 
feel they must “shop around” be- 
fore buying in a department store. 

Because of the progress of the 
Autolec stores, several of Stern’s 
employees have been hired by the 
chain stores, but these men have 
been unable to carry with them the 
secrets of Autolec’s success. Details 
of the Autolec dealer contracts are 
carefully guarded. They are known 
to only the three top executives of 
the Interstate Company, and the 
dealer himself cannot secure a copy 
of the contract until be has signed 
on the dotted line. 

The plan in its present form has 
now been in operation for two years. 
It has gone far beyond its original 
experimental basis and has proved 
conclusively that, with enthusiasm 
and with an intensive merchandising 
plan, the wholesaler can beat the 
chain stores at their own game. 
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His Business Has Been Built On Service 


MEN 


YOU SHOULD KNOW 


x R. S. MeDonald 


President, McDonald Electric Co., Miami, Fla. 


Because he himself has been both a wireman and a contractor, 
and because he believes in going out of his way to render 
service to his customers, R. S. McDonald is today one of the 
most successful electrical wholesalers in the Southeast. 


| Pn many wholesalers, Dick Mc- 
Donald started out in the elec- 
trical field as a wireman, and he 
was a true journeyman, too. For 
eight years he journeyed from job 
to job and from coast to coast, 
with jaunts to Winnipeg and Aus- 
tralia thrown in, before he finally 
succumbed to south Florida’s fa- 
mous climate and _ settled down 
permanently in Miami. 

A native of Pittsburgh, McDon- 
ald left home at the age of sixteen. 
He went to Chicago where he 
worked for the Western Electric 
at Hawthorne. He became inter- 
ested in the electrical business and 
went to the Coyrte National Trade 
School at nights to learn the trade. 
He then secured a job with the 
Cosmopolitan Electric Co. as a 
wireman. Shortly after this, he 
joined the Brotherhood of Electri- 
cal Workers Union back in Pitts- 
burgh and has carried his union 
card ever since. In fact, he prob- 
ably has one of the oldest “paid up” 
cards, without a miss, issued by 
the Brotherhood of Electrical 
Workers. 

McDonald has worked as a wire- 
man in Pittsburgh, Atlantic City, 
Newark, Wilmington, Hartford and 
at the San Francisco World’s Fair. 
Back in 1914 he decided to see more 
of the world and went to Australia 
where he worked in Sidney as a 
wireman. When the World’s War 
broke out, like most of the Amer- 
icans in Australia at that time, he 
decided the best thing he could do 
was to hit for home, so back to the 
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States he came and worked in va- 
rious cities until the fall of 1916 
when he arrived in Miami, which he 
found much to his liking. However, 
in the spring of 1917, work being 
slack, McDonald went north to 
Hartford, Conn., where he worked 
on the Fox department store job. 
That winter the thermometer hit 
18° below. That was too much for 
Dick. Never again, he said, would 
he spend a winter in the north. So, 
after working in Wilmington, Dela- 
ware and Washington, D. C. on 
government jobs, he decided to go 
back to Miami when fall came 
around. 


HE Armistice found McDonald 
in New York and, with no more 
government jobs in sight, he sailed 
back to Miami and again went to 
work for the Dade Electric Co. 
The following spring, another 
Miami contractor, Mr. Caplinger of 
the Miami Electric Supply & Con- 
struction Co., wanted to sell his 
business. McDonald secured an op- 
tion, sent for his father to come 
down from Pittsburgh, and together 
they carefully analyzed Caplinger’s 
business and its possibilities. The 
result was that McDonald bought 
the business in July, 1919. He im- 
mediately changed the name to the 
McDonald Electric Co. for two rea- 
sons; 1, the old name was too long 
and cumbersome, and 2, he wanted 
the trade to know that it was now 
his company. 
The purchase was made at the 
right time, for Florida’s real estate 


boom had already started. By the 
end of that year, in less than six 
months, the profits of the new com- 
pany were more than three times 
the purchase price. Five years after- 
wards, McDonald started to switch 
over to wholesaling and, within one 
year, the McDonald Electric Co. 
was 100 per cent wholesale. The 
business grew rapidly and the pres- 
ent warehouse on N.W. Sixth St. 
was built in 1926 at a cost of 
$50,000. That was the year of the 
severe hurricane, and the building 
he formerly occupied was destroyed 
less than a month after McDonald 
had moved out. 

With the collapse of the Florida 
real estate market, and the subse- 
quent business depression, mortal- 
ity ran high among Miami whole- 
salers. McDonald hung on, al- 
though sales almost hit the vanish- 
ing point, with the result that today 
his is Miami’s oldest electrical 
wholesaling establishment. He is 
very proud of the fact that he not 
only kept going throughout Flor- 
ida’s depression, but that everyone 
of his creditors was paid in full and 
with interest, even though it took 
him four years to get back into 
black ink, with everything paid up 
including the warehouse. 

Dick’s brother, A. H., came down 
from Pittsburgh in 1922, and joined 
him in the contracting business. 
Then he broke away to enter the 
real estate field, but returned to 
McDonald Electric two and a half 
years later and has been sales mari- 
ager ever since. 

McDonald believes that the secret 
of his company’s success lies in 
service. His salesmen all under- 
stand that they are to go to any 
reasonable length to render service 
to a deserving customer, whether it 
be quick delivery, financial help and 
advice, or anything else. 
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R. S, MeDonald @ @ President, McDonald Electric Co., Miami, Fla. 
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“BUY GENERAL CABLE PRODUCTS 
THROUGH YOUR 
ELECTRICAL WHOLESALER” 


Day in, day out, through all the years we've 
broadcast this our policy of jobber cooper- 
ation. It was a cornerstone of our business 
policy 50-odd years ago—and is today. It 
has made us friends and assisted mutual 


prosperity. It carries on. 














Sales Offices: ATLANTA * BOSTON < BUFFALO + CHICAGO + CLEVELAND *+ DALLAS «+ DETROIT + LOS ANGELES MeWOR 
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SERVICE 


If you want to take yourself out of com- 
petition when approaching an industrial 


buyer, OPEN THE CONVERSATION WITH 
“SUPER-SERVICE.” 


It’s so well recognized as the toughest, 
most long lived and altogether satisfac- 
tory portable cord and power cable that 


you'll be off to a flying start. 


Call the roll, FIRST, on your customer’s 
portable cord requirements and you'll 
have made capital of the first tenet of 


good salesmanship — SELL THE CUSTOMER 
WHAT HE WANTS. 


GENERAL CABLE 
CORPORATION 





PITTSBURGH ROME (N. Y.) SAN FRANCISCO 


SELES GOR PHILADELPHIA 
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CHECK THIS LIST 


Arc Lights 

Arc Welders 

Bookkeeping- 
addressing-calcu- 
lating Machines 


Battery Chargers 
Blowers 

Boring Machines 
Buffing Machines 
Car Loaders 
Charging Cables 
Chucks, magnetic 


Commutator 
Grinders 


Compressors 
Concrete Surfacers 
Conveyors,Portable 
Cylinder Reborers 
Dairy Apparatus 
Deck Cables 
Die Setting 
Machines 
Dredges 
Drills, Portable 
Extension Lamps 
Fans, Furnace 
Floor Polishers 
Floor Sanders 
Grinders, Portable 
Hammers, Electric 


against the calls 
on your next 
week’s itinerary 


PORTABLE CORDS 
AND CABLES FOR: 


Heaters, Unit 
Hoists, Electric 
Jointers 


Lathes, Grinding, 
Portable 


Loaders 
Locomotives 


Magnetic Cranes 
and Lifts 
Mine Lamps 
Mining Machines 
Motor-generator Sets 
Moulding Machines 
Nailing, Box, 
Machines 
Paint Sprayers 
Pipe Bending 
Machines 
Portable Lamps 
Riveting Machines 
Rivet Heaters 


Sand Cutting 
Machines 


Saws, Portable 
Spot Welders 
Vibrators 
Vulcanizers 
Welding Machines 
Winches 

X-Ray Devices 


and a host of others 


OPEN THE DOOR BY ASKING 
FOR AN ORDER FOR 


SUPER SERVICE 








ST. LOUIS SEATTLE 


WASHINGTON ([D. C.) 





PRACTICAL 
WAREHOUSE 





METHODS 


MEASURING WIRE 


This method for measuring coils of wire 
and “BX” is employed by Service Electric 
Supply Co., Hartford, Conn. The body of 
the device for holding the coils is of eighth- 
inch strap iron strips riveted together. A 
set screw permits it to be raised or lowered 
on the shaft as desired. The wooden 
“drum” at the left is used for the actual 
measuring. A nearby card charts the num- 
ber of turns required for certain footages. 


HANDY FILING SYSTEM 


Immediately behind his desk, Sam L. Hall, 
president, Electric Supplies Distributing 
Co., San Diego, has located steel filing 
cabinets which contain pertinent informa- 


tion needed daily. Assembled in_ the 





cabinets are catalogues, folders and factual 
material on lines carried, also information 
on competing lines. Also at hand is a 
group of loose leaf binders containing cost 
and price data. Such an arrangement looks 
neat and saves time. 


LIGHTED AISLES 


When the Benjamin representative 
showed the new stock room lights 
to the boys of the Mar-Le Co., Stam- 
ford, Conn., they immediately real- 
ized how the reflectors could be 
used to advantage in their own ware- 
house. Several other reflector manu- 
facturers produce somewhat similar 
— designed for illuminating stock 
ins. 


CATALOGUE RACK 


This catalogue rack of the Bernard 
M. Tower wholesaling firm, Bridge- 
port, Conn., is definitely in the 
“unusual” class. Located immedi- 
ately above Mr. Tower’s desk, each 
catalogue can be quickly reached. 
It is not necessary to unscramble a 
pile of booklets to reach a certain 
one, because each is filed alpha- 
betically. 
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REALISTIC BACKGROUND i 


In the fixture display section of the Atlantic Electrical 4 
Supply Co., Worcester, Mass., bathroom units are 
mounted on this glossy white background. Although of 
pressed wood, it gives the realistic appearance of tile. 
Each of the three rows is on a separate wiring system, 
so that prospects may readily see how the units appear 
when lighted. The enameled background measures 


4x10 ft. 
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New Facts About 
Toe EvectrricaL WHOLESALER 


Highlights of the Census Bureau’s Special Study, 
which presents a complete picture of the elec- 
trical wholesaling trade, and provides a practical 
yardstick for both wholesalers and manufacturers. 


VERY wholesaler listed in 
EL; the “Verified Directory of 
Electrical Wholesalers’ has, 
at the suggestion of ELECTRICAL 
WHOLESALING, received a compli- 
mentary copy of the new “Special 
Study of the Electrical Wholesal- 
ing Trade” from the Bureau of 
the Census. This study, based on 
the Census of Distribution for 1935 
is, without question, the most com- 
plete and reliable analysis of this 
industry which has ever been un- 
dertaken. 

It deserves the serious study of 
every electrical wholesaler and 
every electrical manufacturer. Like 
all statistical reports, however, cer- 
tain facts must be recognized at the 
outset. 

1. No attempt has been made to 
measure operating profits, and no 
information was secured on either 
gross margins or cost of goods 
sold. 


2. All concerns which reported 
that over 50 per cent of their sales 
were at wholesale, were classified 
as wholesalers. 

3. Operating expenses do not in- 
clude charges to capital accounts, 
cost of goods sold, income taxes, 
etc. 

4. Goods held on consignment 
are included in “stocks on hand.” 

5. All data are for the calendar 
year of 1935. 

6. All combined figures, which 
include wholesalers, manufacturers’ 
sales branches, and manufacturers’ 
agents, are necessarily distorted be- 
cause goods sold by manufacturers 
and their agents to wholesalers and 
then resold by wholesalers, are re- 
ported twice. 


Three Types of Wholesalers 


At the suggestion of the trade 
this Census study, for the first 
time, recognizes the three major di- 
visions of the electrical industry: 
supplies, apparatus and appliances. 
It is not distorted, as previous cen- 
sus reports have been, by combin- 
ing large generating and distribu- 
tion apparatus (which is not sold 
through wholesalers) with wiring 
supplies and construction material. 
Consequently, the new study brings 
out the dominant position which 
the wholesaler occupies in both the 
supply and appliance fields. 





THE AVERAGE 
FULL-LINE WHOLESALER 





Net Sales $440,000 
Operating Expenses 14.6%, 
Including Total Pay Roll 8.0%, 
Stocks on Hand, % of net sales, 14.5%, 
THE AVERAGE 
SUPPLY WHOLESALER 
Net Sales $110,000 
Operating Expenses 18.8%, 
Including Total Pay Roll 10.9%, 
Stocks on Hand, % of net sales, 17.0%, 
THE AVERAGE 
SPECIALTY DISTRIBUTOR 
Net Sales $270,000 
Operating Expenses 18.2%, 
Including Total Pay Roll 9.1% 
Stocks on Hand, % of net sales, 1.1% 
Full-function electrical whole- 


salers are divided into three prin- 
cipal types, and separate data are 
given for each: 

1. THe Furtt Line WHOLE- 
SALER, handling both supplies and 
appliances. 

2. THE Supply WHOLESALER, 
handling principally wiring supplies 
and construction materials. 


August 1937 — ELECTRICAL WHOLESALING 


3. Tue SpecraALty DisTRIBUTOR, 
handling principally radio, refrig- 
erators and appliances. 

The report shows that the whole- 
saler is the most important distri- 
bution channel in the full line, sup- 
ply and appliance classifications, 
while manufacturers’ sales branches 
are the outstanding channel in the 
case of apparatus and equipment 
only. Manufacturers’ agents are 
shown to be a minor factor except 
in the supply field, where they han- 
dle about one-tenth of the business. 


A New Yardstick 


In order to facilitate the use of 
this report by the individual whole- 
saler, and to enable him to check 
more easily with his own records 
for 1935, the more important data 
has been rearranged on the follow- 
ing pages. Charts and curves have 
been prepared which will afford a 
ready comparison of each whole- 
saler’s individual operations with: 

1. The average house in his own 
geographic district. 

2. The average house doing the 
same volume of business. 

Manufacturers and national dis- 
tributing organizations, who wish to 
check their own sales performances 
against total industry sales by cities 
and states, are referred to the com- 
plete study. 

Never before has the electrical 
wholesaler had such complete in- 
formation on his own industry, 
never before has he been able to 
check his own operations against 
those of other wholesalers of the 
same type and size—and copies of 
the complete report are available, 
without cost, from the Census Bn- 
reau at Washington. 
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NEW ENGLAND 








Maine, New Hampshire, Vermont, Massachusetts, Rhode Island, Connecticut 


TOTAL SALES: $34,008,000 

































































| TOTAL | TOTAL | PAY STOCKS 
TYPES OF ae NET | OPERATING | pop | ON HAND 
ELECTRICAL ESTAB- SALES EXPENSES | DEC. 31 
WHOLESALERS LISHMENTS |——____ aioe EE PERS Weenie 
Add (000) | % of Net Sales 
Full Line Wholesalers. .......... 41) $14,741 $2,194 7.9| 15.0 
Supply Wholesalers. ........... 76| 5,938 1,215] 11.0] 14.3 : 
Specialty Distributors........... 69 | 12 ,784 | 2,510 | 10.0 | 8.6 | 
| l | 5 
ADMINIS- —~o« | WARE- oOccu- x 
OPERATING EXPENSES sie | TRATIVE | ere ae | HOUSE | {| [ 
(INCLUDING. PAYROLL) ; — ——-—— : 
% of Total Net Sales 
Full Line Wholesalers......]| 14.6 
Supply Wholesalers........ 18.8 
Specialty Distributors... .. 17.7 
$1,000,000 and over 


OPERATING EXPENSES 
BY BUSINESS SIZE GROUPS 


$500,000 to $1,000,000 


\ $200,000 to $500,000 


$100,000 to $200,000 
$50,000 to $100,000 


Under $50,000 


Over 250 miles 
MARKET RADIUS 


150 to 250 miles 


75 to 150 miles 


75 miles or less 
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MIDDLE ATLANTIC 





New York, New Jersey, Pennsylvania 


TOTAL SALES: $191,295,000 





TOTAL | 
















































































TOTAL PAY STOCKS 
TYPES OF NO. OF NET OPERATING | Pool | ON HAND 
ELECTRICAL ESTAB- SALES EXPENSES . | Dec. 3l 
WHOLESALERS LISHMENTS| 
Add (000) | % of Net Sales 
Full Line Wholesalers........... 86 | $41,812 | $6,259 8.2 | 13.3 
Supply Wholesalers............. 297 27 ,689 5 ,553 14.0 | 18.7 
Specialty Distributors........... 277 | 110,323 20 ,226 8.7 | 6.7 
| ADMINIS- _| WARE- OCcCU- 
OPERATING EXPENSES oe a | oo ren House | pancy | OTHER 
(INCLUDING PAYROLL) 
% of Total Net Sales 
] 
Full Line Wholesalers......]| 14.2 4.2 4.8 0.7 | 1.9 | 1.7 | 0.9 
Supply Wholesalers........] 22.4 7.1) 7.6] 2.1] 1.6] 2.0] 2.0 
| } 
Specialty Distributors... . . 19.9| 4.9) 10.6 0.8 0.9; 1.1] 1.6 
OPERATING EXPENSES $1,000,000 and over 
BY BUSINESS SIZE GROUPS 
$500,000 to $1,000,000 
$200,000 to $500,000 
$100,000 to $200,000 
$50,000 to $100,000 
Under $50,000 
MARKET RADIUS 150 to 250 miles 
75 to 150 miles 
75 miles or less 
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EAST NORTH CENTRAL 





Ohio, Michigan, Indiana, Illinois, Wisconsin 


TOTAL SALES: $129,400,000 
























































TOTAL TOTAL nie STOCKS 
TYPES OF NO. OF NET OPERATING eink ON HAND 
ELECTRICAL ESTAB- SALES | EXPENSES vEc. 31 
WHOLESALERS LISHMENTS 
| Add (000) % of Net Sales 
Full Line Wholesalers........... 89 | $40,440 $5,864 8.1 13.9 
Supply Wholesalers............. 130 | 18,615; 3,390 10.7 14.4 
Specialty Distributors........... 263 | 65,345 | 12,511 9.2) 20.3 
| 
ADMINIS-| 1 | “apy| WARE- occu- 
OPERATING EXPENSES ase | rrative | SELLING | DELIVERY) Louse PANCY — 
(INCLUDING PAYROLL) ams ro 
© of Total Net Sales 
| 
Full Line Wholesalers......] 15.4 | 42; 4.8. @21 34 1.6 2.8 
Supply Wholesalers........] 18.5 | 65| 53) 18] 9.7). 49 0.8 
Specialty Distributors... .. 18.9 | | 














$1,000,000 and over 
$500,000 to $1,000,000 
$200,000 to $500,000 

, $100,000 to $200,000 
$50,000 to $100,000 


Under $50,000 


Over 250 miles 


150 to 250 miles 


75 to 150 miles 


75 miles or less 


OPERATING EXPENSES 
BY BUSINESS SIZE GROUPS 


MARKET RADIUS 
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WEST NORTH CENTRAL 





Iowa, Kansas, Minnesota, Missouri, Nebraska, North Dakota, South Dakota 
TOTAL SALES: $50,372,000 















































TOTAL TOTAL | STOCKS 
TYPES OF NO. OF NET operatinc | PAY ON HAND 
ELECTRICAL — | SALES | EXPENSES ROLL | pec. 31 
WHOLESALERS LISHMENTS)|- 
Add (000) % of Net Sales 
Full Line Wholesalers........... 47 | $21,039 $3,168 8.1| 18.5 
Supply Wholesalers............. 36} 3,880 | 765 | 10.6 ,. wee 
Specialty Distributors........... 106 | 24,485 | 4,757) 9.8| 10.9 
ADMINIS-| LING | ee | WARE- | occu- | 7 
OPERATING EXPENSES TOTAL | TRATIVE ne | _ img HOUSE | PANCY | _ 
(INCLUDING PAYROLL) 
% of Total Net Sales 
| te | 
Full Line Wholesalers. .....] 14.7 | 4.8) 5.0 06; 0.2) 1.4 0.9 
Supply Wholesalers........] 19.1 | 6.4| 6.0 | 0.8 | 16; 2.8 1.5 
| 
Specialty Distributors...... 8.4} 06] 0.8 | 1.7 1.6 
| 














OPERATING EXPENSES $1,000,000 and over 


BY BUSINESS SIZE GROUPS 
$500,000 to $1,000,000 


$200,000 to $500,000 
$100,000 to $200,000 
$50,000 to $100,000 


Under $50,000 


Over 250 miles 
MARKET RADIUS 


150 to 250 miles 


75 to 150 miles 


75 miles or less 
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SOUTH ATLANTIC 


Del., District of Columbia, Fla., Ga., Md., N. Car., S. Car., Va., W. Va. 
TOTAL SALES: $52,333,000 





































































TOTAL | TOTAL PAY STOCKS 
TYPES OF NO. OF NET | OPERATING sonal ON HAND 
ELECTRICAL ESTAB- | SALES | EXPENSES DEC. 31 
WHOLESALERS Laue NTS) ——— =e 
Add (000) % of Net Sales 
Full Line Wholesalers........... 55 | $20,874 $2 ,829 | 8.1 14.7 
| og: 
Supply Wholesalers............. 53 6 638 | 1 ,034 | 9.2 18.0 
Specialty Distributors........... 106 23 ,950 | 4,146 | 9.8 10.1 
coneiiaiis oon z _ | WARE- | occu- 
OPERATING EXPENSES TOTAL | cRaTIVE | ~~ | BEIVERY) HOUSE | PANCY | — 
(INCLUDING PAYROLL) : 
% of Total Net Sales 
| 
Full Line Wholesalers......] 12.1 | 3.7 4.4 | 3; 4) 48 | 0.9 
Supply Wholesalers........] 13.4| 5.4, 4.0] 0.8/ 0.9] 1.0 1.3 
Specialty Distributors... .. 16.5 | 1.5 






















$1,000,000 and over 
OPERATING EXPENSES 

BY BUSINESS SIZE GROUPS 

$500,000 to $1,000,000 






\ 
$200,000 to $500,000 


Size Group 







$100,000 to $200,000 


Jet Sales 


$50,000 to $100,000 






Under $50,000 


rar OF tiles owe oe. 
Over 250 miles ; 5% MARKET RADIUS 


150 to 250 miles 
75 to 150 miles 


75 miles or less 
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EAST SOUTH CENTRAL 



































; ht ciate tite 
i Alabama, Kentucky, Mississippi, Tennessee 
TOTAL SALES: $13,026,000 
H 
f 
4 TOTAL TOTAL | STOCKS 
; TYPES OF NO. OF NET operatine | A* ON HAND 
f ELECTRICAL ESTAB- SALES EXPENSES | = 6 | hae OF 
i WHOLESALERS LISHMENTS| — | 
| Add (000) | % of Net Sales | 
i Full Line Wholesalers........... 15 | $4,499 | $525| 5.5| 15.1 | 
; 
Supply Wholesalers............. 15 1,717 254 | 8.7 | 13.0 
zs | | | 
Specialty Distributors........... 31 6 ,340 | 1,177 | 9.9; 10.2 | 
) 
| ADMINI | | | | 
| ADMINIS- oe opy| WARE- OccuU- 
OPERATING EXPENSES | 7°74” | qramive | S°UMNG |PELIVERY) Jouse | pancy | OTHER | 


| 





(INCLUDING PAYROLL) 


~ 


% of Total Net Sales 





Full Line Wholesalers......] 11.1 | 2.0 sei @61 191 - t2 | 1.0 


i ea es <i —_ 








EEE, eT eS, Per, See: CORR en yEeee prorrr 


Specialty Distributors. ..... 



























$1,000,000 and over 






OPERATING EXPENSES 
BY BUSINESS SIZE GROUPS 






$500,000 to $1,000,000 


f Electrical Wholesaler 


$200,000 to $500,000 






$100,000 to $200,000 






$50,000 to $100,000 






Under $50,000 













| 3%, --> neuer anes Over 250 miles 


iperation 







150 to 250 miles 


75 to 150 miles 








75 miles or less 
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WEST SOUTH CENTRAL 
Arkansas, Louisiana, Oklahoma, Texas 


TOTAL SALES: $28,356,000 





































































































TOTAL TOTAL PAY STOCKS 
TYPES OF NO. OF NET OPERATING er ON HAND 
ELECTRICAL ESTAB- SALES EXPENSES | ana DEc. 31 
WHOLESALERS nn rs | 
Add (000) | % of Net Sales 
. Ty ] - 
Full Line Wholesalers........... 30 $9,014 | = $1,375 | 8.1 | 21.0 
Supply Wholesalers............. 24 3,200 | 572 | 11.2 | 18.8 
eee ees a me | | 
Specialty Distributors........... 57| 15,942| 2,621| 8.6 | 8.9 
{ | 
ADMINIS8- 7 . WARE- OcCU- 
OPERATING EXPENSES Ws! aaetihmrrrr HOUSE PANCY — 
(INCLUDING PAYROLL) : 
% of Total Net Sales ; 
| | | : 
Full Line Wholesalers......]| 14.3 4.5! 4.9) 0.4/ 1.7 1.8 1.0 ' 
Supply Wholesalers........ 
Specialty Distributors. ..... 16.2 | 
$1,000,000 and over <-/76% 
ee OPERATING EXPENSES 


BY BUSINESS SIZE GROUPS 


$500,000 to $1,000,000 
$200,000 to $500,000 

\ 
$100,000 to $200,000 
$50,000 to $100,000 


Under $50,000 


Over 250 miles <-2: MARKET RADIUS 
150 to 250 miles 


75 to 150 miles 





75 miles or less 
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TOTAL SALES: $11,733,000 


Arizona, Colorado, Idaho, Montana, Nevada, New Mexico, Utah, Wyoming 




































































TOTAL TOTAL * : STOCKS 
TYPES OF NO. OF NET OPERATING net ON HAND 
ELECTRICAL ESTAB- SALES EXPENSES coca DEC. 31 
WHOLESALERS LISHMENTS - 
| Add (000) & of Net Sales 
\ . y € aE Fr, | led -_ | 
Full Line Wholesalers. .......... 13 $5 ,702 | $762 | Re 14.4 
Supply Wholesalers............. 17 778 174 13.7 16.4 
Specialty Distributors........... Q7 | 5 ,182 | 993 9.5 12.5 
| | 
| | | | 
ADMINIS- | : —mpy| WARE- OCCU- 
OPERATING EXPENSES TOTAL | prative | SEUMING | DELIVERY) Jouse | PANCY — 
(INCLUDING PAYROLL) engi hanes 
% of Total Net Sales 
Full Line Wholesalers......] 13.4 4.4 5.3 0.3 1.3 1.1 1.0 
Ge RPS Bee rae Ce Pon nanan 
Specialty Distributors... .. 17.2 4.9 7.4 0.4 1.6 1.2 1.7 
OPERATING EXPENSES $1,000,000 and over 
BY BUSINESS SIZE GROUPS 
$500,000 to $1,000,000 
$200,000 to $500,000 
$100,000 to $200,000 
$50,000 to $100,000 
Under $50,000 
MARKET RADIUS j Over 250 miles 
150 to 250 miles 
75 to 150 miles 
75 miles or less 
25 
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PACIFIC 





California, Oregon, Washington 
TOTAL SALES: $66,019,000 



























































| TOTAL TOTAL STOCKS 
TYPES OF NO. OF | NET OPERATING sound ON HAND 
ELECTRICAL ESTAB- | SALES EXPENSES — DEC. 31 
WHOLESALERS LISHMENTS | 
Add (000) % of Net Sales 
Full Line Wholesalers........... 43} $26,112 | $3,957 | mel 968 
Supply Wholesalers............. 86| 8,404] 1,498 | 10.9| 19.3 
Specialty Distributors........... 150 30 ,168 | 4,716 | 8.3 9.9 
ADMINIS- e WARE- OCCU- 
OPERATING EXPENSES we i ee DaNNEEY! House | PANCY | _— 
(INCLUDING PAYROLL) 
% of Total Net Sales 
| 
Full Line Wholesalers......} 14.3 5.1 | 4.9 0.3 1.5 1.3 1.2 
Supply Wholesalers........] 14.8 
Specialty Distributors... .. 16.1 


























$1,000,000 and over 
$500,000 to $1,000,000 
$200,000 to $500,000 

\ 
$100,000 to $200,000 
$50,000 to $100,000 


Under $50,000 


Over 250 miles 


150 to 250 miles 


75 to 150 miles 


75 miles or less 


OPERATING EXPENSES 
BY BUSINESS SIZE GROUPS 


MARKET RADIUS 











26 


ELECTRICAL WHOLESALING — August 1937 





FROG hans 


TOPE co NARI 


Seth ewe 


BUN Ep ee IIT, 


Under $50,000 
$50,000 to $100,000 


$100,000 to $200,000 
$200,000 to $500,000 


$500,000 to $1,000,000 


$1,000,000 and over 


Under $200,000 
$200,000 to $500,000 
$500,000 to $1,000,000 


$1,000,000 to $2,000,000 


$2,000,000 and over 


Under $200,000 
$200,000 to $500,000 
$500,000 to $1,000,000 
$1,000,000 to $2,000,000 


$2,000,000 and over 


Under $200,000 
$200,000 to $500,000 
$500,000 to $1,000,000 
$1,000,000 to $2,000,000 


$2,000,000 and over 


NATIONAL AVERAGES By Business Size Groups 
(ALL TYPES OF ELECTRICAL WHOLESALERS) 











OPERATING EXPENSES 














STOCKS ON HAND DEC. 3] 














AVERAGE SALES PER SALESMAN 














SALESMENS COMPENSATION 
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NATIONAL AVERAGES 
By Business Size Groups 
(ALL TYPES OF ELECTRICAL WHOLESALERS) 
Operating Expenses Including Payroll 
TOTAL ADMINIS-| sp_LInNG | DELIV- | WARE- OCcCU- | OTHER 
NET SALES TRATIVE | ERY HOUSE | PANCY | 
Bah °% of Total Net Sales ane 

$100,000 to $200,000... .............. 6) 5.2| 48] 09| 12] 20] 1.5 
$200,000 to $300,000...00.0........ 184 43) 46) 05) 17) 21) 08 
830,000 to $500,000... 02... | ee ae) 22s er eee as! 18. 
$500,000 to $1,000,000 cm ae um . | 14.8 19 i, 5.3 2 0.6 i 1.8 | 1.6 3 0.6 
$1,000,000 to 2,000,000.............14.8f/ 5.1! 5.0! 05! 1.7) 15) 10 
$2,000,000 and over................. 3.78 3.5| 5.56) 05| 20] 1.4] 0.8 

Employees and Payrolls 
_ CLASSIFICATION OF EMPLOYEES 
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After 60 Days—C.O.D. 


The effective methods used by a wholesaler’s credit manager to collect 


past due accounts after the customer has been placed on a C. O. D. basis 


As Told to Ralph H. Butz 


OLLECTING delinquent accounts from customers who 
§ have been placed on aC. O. D. basis, and still retaining 
them as customers, is a problem to test the credit policies 
of any concern, according to R. S. Tait, credit executive for 


a Pennsylvania distributor. 


Mr. Tait’s credit technique is the 
result of 18 years’ experience in 
dealing with all classes of debtors. 
During this period he has become 
familiar with practically every 
known device that has been em- 
ployed for collecting accounts. 

“If the only thing to consider 
would be to get the money with the 
least possible delay,” he said, “then 
the accounts might as well be turned 
over to a professional collector, who 
could club the debtors into submis- 
sion and close the accounts—forever. 
In that event there would be little 
need for a credit manager. 


A Firm Credit Policy 


‘Many of the old collection meth- 
ods have had to be discarded in 
order that we might devise new and 
more effective plans to handle situa- 
tions. There is no specific proce- 
dure that can be successfully applied 
to every account. We have had to 
get down to a purely individual 
basis, studying the man and his busi- 
ness, what he is doing and how we 
can help him so that he in turn will 
be able to pay us. 

“Tf we can help the debtor to solve 
some of his problems, we are not 
only collecting a delinquent account 
but are making a staunch friend for 
the house. This does not imply that 
the credit manager should be easy or 
negligent in handling delinquents, 
but he can be firm without being 
offensive. 

“A strict interpretation of our 
credit terms makes an account delin- 


quent if not paid 30 days after the 
billing date. In actual practice the 
debtor is not placed on the delinquent 
list until the account is 30 days past 
due. This allows a customer a pe- 
riod of 60 days from date of pur- 
chase to protect his open account 
privileges. 

“Customers who fail to pay within 
this time are deprived of open ac- 
count privileges and are placed on a 
c.o.D. basis. There are occasional 
exceptions to this rule where exten- 
sions are granted for very good 
reasons. 

“When we adopted the general 
policy of placing past due accounts 
on a C.0.D. basis we advised all our 
customers in a letter, as follows: 


Customers Advised by Letter 


‘After accounts have passed the 60- 
day period all further shipments will be 
c.0.D. until credit shall have been re- 
established. This step has not been 
taken to inconvenience our customers, 
but it is for their benefit as well as our 
own because it will enable us to main- 
tain prompt service and lowest prices.’ 

“The success of such a plan de- 
pends upon the ability to coordinate 
all our activities with the object of 
selling the customer the idea of pay- 
ing as promptly as possible. Outside 
salesmen should sell the firm’s pol- 
icies as well as merchandise. Proba- 
bly the most difficult problem is that 
of collecting delinquent items after 
the customer buys c.o.p. It is essen- 
tial to obtain payment of the old 
account and it is also essential that 
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the customer continues to purchase 
from us. 


Whittling Down Old Accounts 


“T have in mind a certain account 
that went from credit basis to C.o.D. 
with a delinquent item of $118 to be 
collected. While this customer was 
willing to pay cash for future ship- 
ments, he evaded payment of the 
$118 balance on the excuse that he 
couldn’t accumulate that amount. 
Arrangements were then made to re- 
duce the account with frequent pay- 
ments of five dollars or less. If he 
purchased a bill amounting to $16 he 
would pay $20 on delivery and the 
difference of four dollars was cred- 
ited to the old account. 

“Occasionally debtors offer notes 
in an effort to continue open account 
privileges. We seldom accept notes 
because the average small business 
man does not keep adequate records 
of such obligations and makes no 
provision for their maturity. 


Field Contacts Essential 


“The credit manager should spend 
much of this time visiting customers. 
It isn’t enough to have salesmen re- 
port on accounts. The salesman is 
not a credit man, even though he can 
be of much aid in making collections. 
By establishing personal contact with 
our customers it has become easier 
for me to decide how to handle each 
individual account for the best re- 
sults. I visit the new customer who 
applies for a line of credit. While 
no one can avoid making some mis- 
takes, I find that errors are less fre- 
quent when I have established 
personal contact, studied the man 
and his place of business. 


(Continued on page 40) 

















Before Next October 

Every year, more and more manufacturers are 
responding to NEWA’s invitations to meet with its 
various commodity committees. As a result, many of 
these committees are able to discuss their problems 
with a representative group of manufacturers’ sales 
executives. This is particularly true in the case of 
wiring devices, conduit, wire, switches and this year, 
for the first time, fan motors. 

Still, there is need for bringing more manufacturers 
to these meetings. At Hot Springs this year several 
committees were stymied because not a single manu- 
facturer’s man appeared, while others were handicapped 
because only one or two manufacturers were repre- 
sented. 

Unfortunately, the manufacturers of some _ lines 
seem to be indifferent to these wholesaler-manufacturer 
conferences. They fail to realize how mutually helpful 
they can be. ' 

If every member of NEWA will write each of his 
suppliers between now and next October, and person- 
ally urge them to come to the Fall meeting, in Cleve- 
land, the cumulative effect of these letters should bring 
results. Many a manufacturer will feel he cannot afford 
to disregard the personal requests of his own dis- 
tributors. 


Fixtures Are Specialties 


One of the committee reports, adopted at the spring 
meeting of NEWA, deserves special emphasis—the 
report of the residential lighting fixture committee. 

Probably no line handled by the electrical whole- 
saler, has changed more in the past 10 years than 
lighting fixtures for the home. While there has been 
some improvement in designs, the greatest change has 
come in merchandising methods. 

The selling of lighting fixtures has become a spe- 
cialty business—the same as radios and refrigerators. 
Contractors’ show rooms are of the past, because stocks 
were too limited, obsolescence was too high, and com- 
petent salesmen were lacking. 
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Today, the wholesaler who is successful in this field 
maintains his own retail display room with a compe- 
tent salesman on the floor—a man who can trade-up 
the prospect. The contractor acts only as a dealer- 
agent. He brings in, or sends in, his prospects and the 
wholesaler’s man does the selling. 

Present discounts on this line average 50 per cent to 
the dealer, 50 and 334 per cent to the wholesaler. 
Wholesalers set the discount to the retail customer 
and the chairman of this committee reported that, in 
his own business, he had found 25 per cent below list 
the most satisfactory consumer’s price. On this basis 
the contractor-agent receives 25 per cent, and the dis- 
tributor secures a 40 per cent margin on his own selling 
price. 

There is nothing difficult or complicated about this 
whole set-up, but we emphasize it here because the 
residential lighting fixture business is coming back 
fast, the line is unusually profitable, and the whole- 
saler who gears himself to sell fixtures in the right 
way can make some rea! money. 


Labor Problems 


We had always considered that the electrical whole- 
saler, because of the nature of his business, was prac- 
tically immune from labor troubles—until we listened 
to a West Coast wholesaler swap experiences with a 
group of New York distributors down at Hot Springs. 

Out in San Francisco the warehousemen’s union, 
an affiliate of the longshoreman’s union, is out to 
unionize all wholesale houses, and at least one electrical 
firm has already signed an agreement which includes 
minimum wage scales, time-and-a-half for overtime, 
a 44 hour week, and restrictions as to the proportion 
of unionized employees which can be promoted to sales 
and other positions not included under the union agree- 
ment. 

This particular operator reports that, in general, the 
terms of his agreement are-not onerous, except for the 
fact that his payroll will be increased by some $2,000 
a year. This is because the salaries of certain employ- 
ees, other than warehouse men, have been raised in 
proportion to the increases granted the union members. 

In New York, a CIO affiliate of the electrical work- 
ers union is launching a drive to unionize wholesale 
employees, but most of the immediate difficulties seem 
to be due to the demands of union wiremen who require, 
we are told, that only union electricians may unload 
conduit on the job from the wholesaler’s truck, and who 
refuse, for example, to accept delivery of an electric 
-ange which has a cord and plug already attached. Also, 
on some commodities, they are reported as demanding 
a union label. 

True, these developments are limited, for the most 
part, to the large metropolitan centers, but they indi- 
cate a trend which deserves careful study by the trade. 
Electrical wholesalers can no longer consider them- 
selves immune from the problem of dealing with 
organized labor. 
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The famous C-H Type A Mill Duty Switch (Cat. 
No. 4101) is the perfect answer to the present 
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Dear PHIL:— 

Your letter received and you sure 
picked a swell time to squawk about 
your commissions falling off... The 
Jinx just shoved a hot third strike 
past me, and if you are in the red 
I ain’t even in the ledger. I could 
have enjoyed your misery only I 
think it’s a stall so I won’t ask you 
for the 20 bucks you borrowed. 
Please remit. 

Get a load of this one, and lay 
off of undercover work—it’s poi- 
son! Art Dockery, one of my 
dealers, went after an order for 
two large air-conditioning units. He 
took the prospect, one Roberts, to 
see several of our coolers in a big 
insurance office. Roberts was sold, 
but for some reason, cooled off 
when Art tried to close him. So 
Art phoned me to put the heat on 
for a wind-up. 

It looked like simple missionary 
work, but ain’t it a crime how 
toadstools resemble mushrooms? 
The minute I saw Roberts I knew 
I had a Kingfish on. my hands; a 
guy who only wants 75 and two 
tens and five more for cash, on 
everything. He said right away 
he wouldn’t buy any other units, 
but then he stalled for quite a 
while before I found what was eat- 
ing him. 

What he pulled smelled so joud 
it would drive a polecat off a gar- 
bage dump. It seems when he was 
at the insurance office the manager 
there let drop that they had two 
unused units in storage, which they 
probably would never install, on 
account of giving up two offices. 
This was why Roberts cooled off— 
he had gone back afterwards and 
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By "Duke" Smith 


tried to buy the units at cost plus 
five, leaving Art out. 

That wasn’t so bad, but next he 
propositioned me to go after the 
insurance man and offer to take the 
units off his hands without telling 
him the money was Roberts’. That 
put me on the ropes, and I says to 
myself if I had the brains of a 
sewer-rat I would take a run-out- 
powder on this chiseler. But no, I 
thinks, the old warhorse will keep 
a poker face and fight fire with 
fire. 

So I left Roberts in the dark, 
telling him I would have to do some 
figuring and would take care of him 
somehow. I phoned Art it was 
tough but that I would boot him 
under the wire first or burn my 
saddle. Of course I didn’t tell him 
the details because he has Ethyl in 
his blood and probably would go 
over and dismantle Roberts beyond 
repair. 

Ordinarily I am just Grade B 
above the ears, but when I am 
burned up about dirty work I have 
the mind of a genius. First thing 
next morning I dashed over to the 
insurance man and sold him on let- 
ting us have the units at cost plus 
10% and not have them lying 
around another year. Then I got 
Art and persuaded him to take a 
small rake-off, as I would have to 
get 5% for my house. He pawed 
the ground a little, but when I 
showed him it was half a loaf or 
no bread, he whinnied and backed 
into the shafts. 


Now came the hard part, but I 
had a full head of steam and there 
was no stopping-me. I needed 
something to put over the white lie 


ELECTRICAL WHOLESALING — August 1937 


The Stool P igeon 


I was going to tell in the interests 
of justice. So I got hold of my 
friend Al, the factory man, and 
whispered in his ear for a few 
minutes. I knew he would play 
ball, as he is like I am—shoot square 
with everybody, but when a guy 
tries to break it off in you, give him 
the works and make him like it, 
even if you strain the truth till it 
yells. 

So, when I was finished with my 
tale, Al made me a very positive 
statement—with his fingers crossed. 
Having what I wanted, I lit out for 
Roberts’ office. I told him that all 
air-conditioning was advancing in 
price 20% in a few days and that 
was the per cent he would have to 
pay over cost, and that he would 
have to act right now or the units 
would cost him $60 extra per each. 
Then I pointed out how he needed 
them and what a swell break he 
was getting over the suckers who 
hadn’t bought yet. If Mary Queen 
of Scots could have argued like I 
did, she would have been made 
assistant to Elizabeth instead of 
having her head chopped off. 

Finally he says all right, but 
then he got a sly look on his pan, 
and when he picked up the phone 
the goose-pimples raised me an 
eighth of an inch off my chair. You 
guessed it, he called the insurance 
man and asked him again to sell 
him the units. He listened a bit 
and hung up, looking like he had 
just seen his horse left at the post. 
“What’s wrong?” I asked, all at 
sea. “Oh, nothing,” he growls, 
“only that insurance manager just 
got a wire to ship those two units to 
their branch in Cincinnati.” 

He is using ordinary fans, Phil, 
but he didn’t buy ’em from Art or 
me. Why was I born? 


Sam. 
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LONG TIMER. When the sun came up 
on July 1st, George K. Heyer was all 
smiles, for that day marked his 35th 
year with Graybar. Back in July 1902, 
a few days after graduating from Rut- 
gers, George began the student course 
of the Western Electric Co. A few 
years later he became interested in tele- 
phones and by 1913 he was made as- 
sistant manager of that department. In 
1926, when Graybar was evolved from 
the supply department of Western Elec- 
tric, Heyer was made general telephone 
sales manager of Graybar. In April 
of that year he became assistant general 
supply sales manager and in ’27 he was 
appointed general telephone and power 
apparatus sales manager—the position 


he still holds. 





“CALL ME a native clam digger’, 
‘aid J. F. Raynor, president and treas- 
urer of the Merit Electrical Supply Co., 
Freeport, L. 1., N. Y. About the clam 
digging business we can’t say, but he’s 
a native of that section all right. In 
fact it was back in 1642 or ’46 that 
the first Raynor settled there in Free- 
port. 
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TRENDS In COMMODITIES 





A monthly review of sales opportunities 


and market trends in various commodities. 


ATTIC VENTILATION 


Attic fans are not new to manufac- 
turers but are new to the public. They 
have been sold for 15 years or more. 
Neither is air conditioning a new prod- 
uct—modern air conditioning is 25 years 
old. The public suddenly became aware 
of air conditioning 5 or 10 years ago 
when it was encountered in theaters and 
Pullman cars, where large numbers of 
people congregated. The popularization 
and recognition by the public of air con- 
ditioning made’ easier the acceptance of 
attic ventilation, since the latter is akin 
to the former, producing as it does one 
of the essential elements of air condi- 
tioning—air movement. 

Since sales are made almost exclu- 
sively in residences, it is necessary to 
secure the attention of home owners, 
architects or engineers. This may be 
accomplished by local advertising. 
Newspapers, perhaps, but certainly by 
direct mail methods through the efforts 
of the wholesaler, the utility, the dealer 
and the contractor. 

In the sale to the home owner, for 
either a new home or an old one, the 
buyer is interested only in an installed 
job. Any method of selling this product 
must include a “set-up” involving a con- 
tractor who can make a price on the 
unit installed ready to press a button. 
The contractor, probably doing a local 
neighborhood business, can, as a conse- 
quence, cover a limited territory, so that 
a. wholesaler’s salesman covering a 
larger territory may have to make ar- 
rangements with several contractors. 


MERCURY LAMPS 


Sales of mercury lamps are definitely 
up from last year. In many sections 
of the country they are more than 
double what they were running for the 
first few months of 1936. In checking 
through the reports on one wholesaler’s 
lighting sales activity recently it was 
noticed that mercury lamps were being 
sold in approximately one out of ten of 
the new jobs. 

In many types of industrial plants 
mercury lamps offer worthwhile advan- 
tages to customers and to the wholesaler 
they present the opportunity for profita- 
ble lamp and equipment sales. Various 


types of reflectors and equipment are 
available on the market for use with 
mercury lamps, and also for their use 
in combination with MAZDA lamps. 
Combination mercury and MAZDA 
lighting offers the following advan- 
tages— 
(a) Greater efficiency—that is, more 
light for the same current cost. 
(b) Pleasing quality of light—a close 
simulation of daylight. 
(c) Less heat radiation on account 
of the greater efficiency. 


Mercury MAZDA combination light- 
ing can also be recommended for some 
types of office work, drafting rooms, 
etc., where close color discrimination is 
not necessary and yet a high level of 
high efficiency lighting is desired. 


MOTOR CONTROL 


Many manufacturers of motor control 
equipment confined the marketing of 
their products to their own sales crews 
for many years, but several of them 
have begun to recognize the wholesaler’s 
salesman as an important factor in mer- 
chandising this type of product. 

Last year, in fact, one manufacturer 
sold 50 per cent of its motor control 
equipment through electrical wholesal- 
ers. This was a marked increase over 
the previous year and much above the 
volume done by wholesalers in 1934. 

This manufacturer, and others who 
have been successful in selling through 
wholesalers, feel that they have the 
answer. It has been their experience 
that the wholesaler’s salesman who does 
the best job is the one who is a special- 
ist in that particular field and devotes 
most of his time, if not all of it, to 
prospects for, and users of, motor con- 
trol equipment. 

Too many wholesalers shy away from 
motor control, thinking that it is too 
technical for them, with the fear that 
they will lose good customers through 
mistaken specifications. In numerous 
cases, the manufacturers take whole- 
salers’ salesmen into their plants for a 
thorough schooling on the technicalities 
and applications of the commodity. 
After this learning period, the sales ef- 
forts of the men have been watched. 
Always their sales have gone up by 
leaps and bounds. 
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TRL4 


COLT-NOARK 


Service Switches 


with 
Removable Reversible Block 


The whole idea back of these new Colt-Noark Pull-out 
Switches is . . . speed and ease of installation. The block 
is built in one complete unit . . . and out it comes by 

simply loosening a single screw! The cuts at the left 
show how simple it is to wire the new 7RL4. First a 
single screw is loosened . . . and you can’t lose it because 
it is fitted with a special collar washer. Then lift out 
the block . . . and you have an absolutely empty box, 
with plenty of room for bringing in your wires. With 
the wiring complete . . . slide the block back into place 
. make your connections and the job is done. 


BLOCK IS REVERSIBLE 
A feature of the new 7RL4 is the reversibility of the 
block so that lighting circuits can be connected at the 
top—often necessary to facilitate wiring and save money. 
Speed up installations . . . cut down installation costs 
. . . make sure of a better job . . . and boost your 
profits by pushing these new 7RL4 pull-out switches. 


All fuses are accessible through an Fuse holders may be retained in “off” 
auxiliary door. Cabinets are furnished position by inverting. When inverted, 
for either surface or flush mounting. switch blades will not make contact. 


COLT’S PATENT FIRE ARMS MFG. Co., “ects?! HARTFORD, CONN. 


100 Years of Manu 
facturing Experience ae 


is back of every Col 
Built Product 


SWITCHES INDUSTRIAL CONTROL EQUIPMENT FUSES 
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Counter College 


ame CONTINUED FROM PAGE 9==—=— 


The manufacturer's representa- 
tive can be of great help by check- 
ing regularly with the counter to 
see if his latest price data has been 
filed. He should also see that his 
product 1s stocked in sufficient quan- 
tities and settle any complaints that 
have arisen. 


Beneficial To Manufacturer 


It is also important that he explain 
his line and its applications thor- 
oughly. With so many duplicate lines 
carried, the smart factory man can 
increase his sales by this service. The 
boys appreciate his interest and as- 
sistance also they will naturally sell 
the product on which they are best 
posted. 

A vital matter, not generally un- 
derstood, is the financial value of 
the counter, While total volume is 
the accepted barometer, practically 
all of it is credited to some outside 
salesman or to the house. Even if 
a counter man secures a good new 
account, it is merely good business 
to turn it over to a salesman for 
further development. Therefore, 
with no appreciable volume of their 
own, the counter men should be 
rated and paid according to their 
efficiency, aggressiveness and _ the 
amount of good will they create, as 
well as gross sales. 

The efficient city counter is not 
only a business builder of great 
worth, it is also the best finishing 
school for future city and road 
salesmen. It teaches the man ma- 
terials and applications, prices, house 
routine and service. Through han- 
dling all classes of customers, he 
becomes a diplomat and a mixer, 
with a remarkable memory for 
names and faces. He learns to oper- 
ate at top speed for hours at a 
stretch, developing courage and in- 
genuity by being forced to settle a 
succession of difficult problems. 

So it is only natural that many 
thousands of salesmen and execu- 
tives have graduated from “Counter 
College,” and you can bet that any 
one of them will step up to the plate 
at any time and knock the ball out 
of the park for dear old Alma Mater. 
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NOTICE! 


The Business Index 
Omitted This Month 


Because reports were received from 
an insufficient number of wholesalers 


Starting Next Month 


To avoid a duplication of effort, we plan to use the 
Department of Commerce data on sales and collec- 
tions of electrical wholesalers in compiling our index. 
NEW, through its executive committee, has given 
formal approval to this new service in the following 


resolution: 


| ees the Bureau of For- 
eign and Domestic Commerce, 
Department of Commerce, has been 
supplying the business interests of this 
country with valuable monthly infor- 
mation on sales and credit conditions 
for the various kinds of retail and 
wholesale trades, and for manufac- 
turing industries; and 


information is of 
National Electrical 


this 
the 


“WHEREAS, 
value to 


Wholesalers Association along with 
all other groups of business men, 


“BE IT RESOLVED by the Executive 
Committee of the National Electrical 
Wholesalers Association meeting in 
Hot Springs, Virginia, this 23rd day 
of May 1937, that this Association 
heartily endorses and commends this 
activity of the Bureau of Foreign and 
Domestic Commerce, Department of 
Commerce.” 


Do Your Part 


Make it possible for us to continue to report the 
trends of the electrical wholesaling business from 
month to month by filling out the form which will 
be sent to you regularly by the Dept. of Commerce. 


The Editors 
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DEAL NO. 82—6 2-cell 
Bond Chrome-plated 
Spotlites—a big eye ap- 
peal, long-service flash- 
light case—in new pat- 
ented Si-me counter dis- 
play, and 48 No. 102 
Bond Super Service 
Safety Seal Mono-cells. 


Retail Value 


Tice to Dea me 


Dealer ’s Profit 


B5e@ 
RET, 
COMPLETE 
ep eh Oe 
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DEAL NO. 28—6 brand 
new Bond 2-cell 22K 
Copper Spotlites, highly 
attractive and big value, 
in new patented Si-me 
display package, and 48 
Bond No. 102 Super 
Service Safety Seal 
Mono-cells. 


$8.79 
5.66 


$3.04 


DEAL NO. 25—6 im- 
proved Bond Baby 
Bronz-lites — Focusing 
Spotlite with beautiful 
solid bronze case—in 
Si-me display, and 24 
junior size Bond No. 
101 Super Service Safe- 
ty Seal Mono-cells. 


Ask your Jobers Saleaman for pull details 


BOND ELECTRIC CORPORATION 


NEW HAVEN, CONN CHICAGO, ILL SAN FRANCISCO, 
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You'll have a market as wide as 


modern industry itself when you 


carry the HYGRADE line 


Every leading industry from coast to coast is a prospec- 
tive buyer for wholesalers carrying the Hygrade line. 
Because Hygrade Tested Quality Lamps are industry's 


lamps, and here's why. 


For years, Hygrade has bent every effort and spared 
no expense to produce the latest in light. Today, Hygrade 
Lamps are the most efficient lamps that we have ever pro- 
duced since the advent of the metal filament 25 years ago. 


REG US Pat OFF 


Hygrade 


Look for the Hygrade 
triangle, the mark of a 


well known brand 





Also makers of the World-Famous Sylvania Radio Tubes. Copr. 1937, Hygrade Sylvania Corp., Salem, Mass. 








After 60 Days—C.O.D. 


=== CONTINUED FROM PAGE 29 =—— 


“In general, it may be said that 
the credit man’s approach is an indi- 
cation of his success in making 
adjustments and holding customers. 
If he approaches the customer in a 
dictatorial manner it is likely that he 
will receive curt replies, which makes 
it difficult to collect and destroys 
good will.. Whether we sell goods to 
a man or collect money from him, 
we try to show the consideration we 
would expect under similiar circum- 
stances. 


“Rush”? Means C.O.D. 


“Some customers are rather sen- 
sitive about having shipments 
marked c.o.D. and we avoid the use 
of the c.o.p. label as much as possi- 
ble. When such items are delivered 
with our own trucks we use a RUSH 


| label, and the delivery man knows 





that packages with this label must 
be paid for on delivery. This causes 
us no extra work but it apparently 
means much to some customers who 
do not care to have broadcast the 
fact that they have a very limited 
credit.” 





A GRAND SMILE from Leo Rosen- 
man, who with his son, Jack, operates 
the Huntington Electrical Supply Co., 
Huntington Station, L. I., N. Y. Mr. 
Rosenman is well known to dealers and 
contractors of that section of Long 
Island for his firm has been supplying 
many of them for the past ten years. 
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istributor’s Salesman 


McGRAW-HILL PUBLISHING COMPANY, INC., 330 WEST 42 ST., NEW YORK, N. Y. 


AUGUST, 1937 


PROFITS 


AND 


“EPIDEMICS” 


INCE the time when the second 
J business man opened his doors to 
offer competition to the original mer- 
chant, the question of profitable man- 
agement has been with us. Of those 
two earliest merchants certainly one of 
them came to the conclusion one day 
that he could beat the other if he 
lowered prices just a little. Surely 
there is no reason to assume differ- 
ently, for that seems to be today’s 
practise among many business men. 

Now when the first fellow had that 
brain storm, he simply let himself in 
for a mess of trouble, for his com- 
petitor was obliged to meet those 
prices—assuming, of course, that all 
other conditions were equal. Result 
was that both of them were making 
less profit with the same volume as 
before. 


ATHER recalls an “epidemic” that 
was going on in a Texas city 
about 16 months ago. One distributor 





gathered his salesmen about him and 
said, “Boys, we are one of four outfits 
in town. We’re not getting enough 
business. It seems to me that if we 
can cut prices to a few prospects who 
we haven’t on our lists we will be able 
to take them away from competition.” 
This whirlwind sales manager gave 
no thought to improving the sales 
force, so the men could do a better sell- 
ing job ethically. He arrived at the 
unfortunate conclusion that price was 
preventing his firm from breaking into 
certain concerns held by competitors. 
As it turned out, the four whole- 
salers must have been direct descen- 
dents of our imaginary first merchants. 
As soon as the competing salesmen 
encountered the sudden cut throat 
prices, they asked their respective sales 
managers to permit them to take out 
their chisels and go to work. 
Business was good in Texas—the 
public was buying refrigerators, 
washers, fans, radios and all the other 
appliances, but unfortunately the four 











distributors were so busy fighting one 
another that profits were forgotten for 
two long months. 


HEN such a price condition can 
W occupy distributors of a rela- 
tively small city for a period of 60 
days, it is not so difficult to compre- 
hend the price “epidemics” that spring 
up from time to time in the large 
metropolitan cities. 

If it wasn’t for the effectiveness of 
associations, led by energetic, unselfish 
men, conditions would probably be 
even worse today than in those dark 
months of the early ’30s when every 
distributor and dealer had to scratch 
like the devil for a few dollars. 


SSOCIATIONS can in no way control 

prices, but they can do an educa- 
tional job. A job that will enlighten 
certain distributors on the fact that 
certain fixed items of overhead must 
be met before profit can even be con- 
sidered. Because a distributor buys a 
toaster for eight dollars and sells it at 
nine dollars he can not claim he its 
cleaning up. He might stop and con- 
sider those many items of overhead 
and selling costs that he pays out every 
month. 

Profits can arise when all overhead 
is considered and a reasonable mark 
up is added to that first figure. Ag- 
gressive, sound selling means money 
for the salesman and his boss. Be- 
coming subject to the “epidemic” suf- 
fered by those Texans doesn’t buy 
shoes for the baby. 


















DRESSED UP 


These folks were plenty busy when the dealers of Brooklyn and the Brooklyn Edison Co. 


gave their annual dinner-dance recently. 
M. Eisenberg, Al Bernhard and Helen Unger. 





REAL SMILE 


Business must be humming right along 
for Al Jacobs of Bruno-New York, Inc., 
New York City. He is R.C.A. Radio 
supervisor in the Brooklyn and Queens 
territories. By the looks of the big smile 
radios must be moving. We would like 
to see him when the season is on full 
force. 





SALESMINDED GALS 


Here are two members of the so-called 
weaker sex who are well qualified to sell 
electrical merchandise as well as demon- 
strate. They're both from New York City, 
but not with the same firm. Helen Lan- 
ning is with Westinghouse and Frances 
Scott can't see anything but Silex. 


From the left, A. Moskowitz, J. Josephs, 
Bernhard is secretary of the group. 


The 


Camera 


Presents 





SALESMEN 


James J. Ruch tells the trade that the 
products of Landers, Frary & Clark are 
quite all right and Arthur Shaw is en- 
thusiastic about the appliances turned 
out by several manufacturers, for he is 
with the distributing firm of R. H. Mc- 
Mann, Inc., New York City. 


SALESMAN TOM 


Tom Ward of Warren-Norge, Inc., New 
York City, gives it to ‘em with both bar- 
rels when selling refrigeration. Tom con- 
tacts the department and furniture stores 
of Brooklyn, Long Island and Manhattan. 





NO KICKS 


Both of these fellows of E. B. Latham & 
Co., New York City, were all set for the 
flash of the camera. G. W. Jamieson is 
assistant to the appliance manager and 
Henry Schmidt is in the sales department. 





GENERAL MANAGER 


The gentleman responsible for the activi- 
ties of the Times Appliance Co., New 
York City is O. W. Ray. His is a real 
job, for he has a large number of sales- 
men covering the field in that territory. 
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BEAUTY—NOT ONLY A JOY FOREVER ..... 5 zeny caurwan 


Act IV of Showmanship in Business 





ITH nothing to offer but beauty, 
WA setere continues year in and 
year out to pull crowds by the mil- 
lion. Whether it’s the enormous 
beauty of the Grand Canyon—or the 
simple attraction of a shady lane—our 
entire nervous and physical systems 
react with consistent regularity to the 
call of nature’s beauty. The simplic- 
ity of the sea—the variety of beauti- 
ful mountains—both act as tonics for 
our beauty-starved populace. 

Fortunes have been made by men 
who have capitalized on this public 
craving for beauty. Many forms of 
entertainment are based principally 
on some kind of beauty. Few forms 
of entertainment can get along with- 
out some kind of beauty. And in 
merchandising, too, it plays a major 
part in getting and holding the crowds. 

One battery man is now packaging 
automobile storage batteries in “ducky- 
looking” cardboard boxes—with a 
snake-skin finish. Women buy a large 
proportion of storage batteries now- 
a-days and are repelled by the sight 
of a greasy-looking, black battery. It’s 
negative—whereas the snakeskin finish 
on the new boxes associates itself im- 
mediately with fashion and style. The 
pretty boxes jumped sales. Gotham 
Hosiery added a beauty appeal to the 
ordinary silk stocking by rolling it up 
and putting in on the back of a cute, 
little Scottie dog. (Did you hear 
about the hosiery clerk who said to a 
male customer, “Are these for your 
wife or would you like to see something 
better?) Thus, men bought hosiery 
as a gift, feeling that they were giv- 
ing something good-looking and senti- 
mental rather than something that was 
just practical. Western Union doubled 
their greeting message business when 
they put expensive Norman Rockwell 
paintings on their otherwise plain yel- 
low blanks. 

Abbott Kimball, advertising agent, 
once asked his art director if he really 
thought that beauty paid. The art di- 
rector replied, “I once ran an ad for 
a job and secured fifteen replies. | 
called on you first because your sta- 
tionery was better looking than any 
of the others.” 

The cash value of beauty has been 
demonstrated in so many ways that I 
am almost beginning to believe that 
there is a devastating amount of truth 
in that old, hackneyed expression: 
“The first impression is the most im- 
portant.” 
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Beauty Makes Them Hungry 


A. J. Patterson, editor of the Amer- 
ican Restaurant, tells me that men ac- 
tually eat more expensive lunches when 
served by pretty waitresses. “Do you 
see that cherry?” said a_ successful 
restaurant owner to Abbott Kimball, 
pointing to half a grapefruit, “I get 
a nickel more for that grapefruit with 
that cherry in it.” 

Whether it’s the uniforms of the 
West Point Cadets, the streamlining of 
the new railroad trains, or the jacket 


of a new book, an appliance window— 
or even a salesman’s personal appear- 
ance, we are always caught by a 
“thing of beauty.” Smart manufac- 
turers would not continue to pay thou- 
sands of dollars to smart designers like 
Henry Dreyfuss unless beauty paid. 
Dreyfuss redesigned a scale and sales 
doubled. This is fact—not theory. 
Beauty is not only a “joy forever,” but 
an active and immediate cash asset. 
The house builder who invested 90 
cents in little, red curtains found that 
his 90 cent curtains would sell a $5000 
house quicker than any similar invest- 
ment. 


It Sells Appliances 


Your customers are selling beauty. 
They are appealing to the pride of a 
house-wife with well-designed, modern- 
looking appliances that will beautify 
her home. Therefore, it is particu- 
larly fitting that the design of your 
places of business maintain this trend 
toward beauty. Good-looking win- 
dows, good-looking exterior, good- 
looking floor display—all are an abso- 
lute necessity in the selling of items 
that in themselves have so much 
beauty of design. 

The neat appearance and cleanliness 
of salesmen is an important part of 
this scheme. Good-looking delivery 
trucks help the dealer—and don’t over- 
look the importance of keeping your 
own car in good condition. Good-look- 
ing advertising plays an important 
part in reaching the public. People 
are attracted by good-looking ads. 
Printed forms that reach the consumer 
are either good-looking or they are 
not—and if they are not—you may be 
sure your customers are losing a grand 
opportunity to enrich their good-will. 
Letterheads, envelopes, statements— 
they all represent either a plus or a 
minus for eye appeal. 

Good looks are important. Take a 
good look at the next store you visit 
and see whether it measures up to the 
standard of the products sold in it. 
If not—pass this story on to the dealer. 
But don’t forget your own personal 
appearance. That comes first! 








FREE—Beauty is one of the twelve ele- 
ments on the “Showmanship Yardstick.” 
You can have a copy of this Yardstick 
without charge if you will send us a self- 
addressed stamped envelope. 
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Model 147 


A sensational hand 
model cleaner with a 
BALL BEARING MOTOR 
DRIVEN BRUSH ..... 













Model 37 


The outstanding floor 
model vacuum cleaner 
value of the year in 
combination with .... 










TWO CLEANERS FOR 
THE PRICE OF ONE. 



















Please send full information on PREMIER VACUUM CLEANERS regarding: | 
O Dealer Franchise. 0 Distributor Franchise. | 
O PREMIER MERCHANDISING PLANS. | 
| 
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ASSOCIATION 


ACTIVITIES 





Current Ratings Changed 
For Flexible Cords 


The new National Electrical Code 
will contain a change in the current 
ratings of flexible cords which will be 
important to appliance and portable lamp 
manufacturers. 

Since the time the first table of cur- 
rent ratings was prepared by Prof. 
Kennelly back in 1899, rubber insulated 
wires of 18-gauge have been considered 
as capable of carrying a maximum safe 
load of 3 amperes, and similarly the 
maximum current rating of 16-gauge 
wires was set at 5 amperes. Flexible 
cords took these same ratings and have 
retained them until the present year, 
but a recent investigation showed that 
conductors used in cords could safely 
carry currents slightly higher. The 
ratings of 18 and 16-gauge rubber- 
insulated flexible cords (but not other 
wires) are now being changed to 5 
amperes and 7 amperes respectively, 
which will allow the use of the smaller 
sized cord on many devices that have 
used 16-gauge cord previously. 

These increased ratings apply, of 
course, only to cords which are made 
with the full gauge-size conductors. 
Some cords are substandard in that 
they employ conductors of less than 18- 
gauge, but all Underwriters’ labeled 
cords will be accepted by the Labora- 
tories for these increased ratings now, 
even though the new code will not ap- 
pear for three or four months. 


Electric Trade Meeting 
At Higby Camp 


New York State Association of Elec- 
trical Contractors and Dealers met at 
Higby Camp, Big Moose, N. Y., for 
its 38th annual convention. The subject 
of the general discussion was the ad- 
vancement of the electrical industry for 
the welfare of the public. 

Among the speakers was H. I. Sack- 
ett, president of the Sackett Electric Co., 
wholesalers, of Buffalo, N. Y. 


Rocky Mountain League Outlines 
Fall Sales Program 


A fall and winter electrical appliance 
sales campaign, under the sponsorship 
of the Rocky Mountain Electrical 
League, was outlined by Gaylord B. 
Buck, chairman, at a special meeting in 
Denver. The program will include 
radio broadcasts, newspaper advertis- 
ing, direct mail campaign, expositions 


and demonstrations, use of posters, and 
other promotional endeavors. It will be 
supported by distributors, manufac- 
turers, dealers and contractors in the 
territory, and is planned to tie in with 
the National Electrical Housewares 
‘Program, sponsored by the Edison 
Electric Institute. 


Pittsburgh League Elects 
Bickford, Millington 


At their recent annual meeting, the 
directors of the Electric League of 
Pittsburgh elected Warren L. Bickford, 
Iron City Electric Co., as president for 
the year 1937-38. Mr. Bickford previ- 
ously served as president of the league 
in 1927-28. 

Another wholesaler, A. J. Millington, 
Jr., of the General Electric Supply 
Corp. was elected vice-president. 


Muter Elected At RMA Meeting 


At the 13th annual convention of the 
Radio Manufacturers Association, held 
at the Stevens Hotel, Chicago, Leslie 
F. Muter was reelected to serve a fourth 
term. He is the first RMA president to 
be so honored. 


Southern Trade Show Planned 
By Baltimore Club 


February, 1938, will see the Electri- 
cal Trade Show of the South, under 
the sponsorship of the Electrical Manu- 
facturers Representatives Assn. of 
Baltimore, according to a recent bulle- 
tin. Committees have been appointed, 
and information concerning the plans 
may be obtained from R. G. Montgom- 
ery, executive secretary of the associa- 
tion. 





UNDER THE SIGN stand two of 
Philadel phia’s electrical men. A. J. Stin- 
son is office manager of the wholesaling 
firm and Charles A. Dougherty is a 
salesman for Walker Bros. “Charlie” 
covers Philadelphia and the surrounding 
territory. 


SOUTHERN BOYS. Out on the side- 
walk, in front of their headquarters, are 
assembled the fellows who keep the 
wheels of the Electric Supply « Equip- 
ment Co., Greensboro, N. Car., going 
at a good clip. From the left, A. M. 
Clegg, sales, Paul Boone, bookkeeper, 
P. R. Fogleman, sec.-treas., B. I. Sher- 
rill, buyer and stock manager, H. M. 
Sutherland, president, and George 


Oliver, who keeps things cleared up. 
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News FROM 


THE FIELD 








ASBURY PARK in New Jersey is an- 
other town noted for its fancy hotels, 
swimming beaches and what not. It is 
also the location of the Rale Electrical 
Supply Co. F. Albert, who is resting 
on Dora Roman's shoulder, is assistant 
manager. Miss Roman keeps the figures 
in addition to being secretary to the 
president, S. J. Rale. Milton Reed has 
charge of shipping. 





COUNTER SALESMAN for the W. 
F, Irish Co., New York City, is Henr) 
Muller. He is well known among the 
electrical trade of the metropolitan area 
through his many years experience in 
the wholesaling business. Muller has 
been with Irish for the past 15 years, 
before that he worked for several other 
New York distributors. 
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General Electric Supply Opens 
Two Houses 


The branch of the General Electric 
Supply Corp., located in the Bronx, 
New York, at 427 E. 146th St., was 
closed in July, and a new house opened 
in Westchester county, at Brockway 
Place and Kensico Ave., White Plains, 
N. Y. 

In Saginaw, Michigan, a_ branch 
house was opened at 222 Janes St., re- 
porting to Detroit. H. D. Garber is 
manager of the new branch, and R. M. 
Keirn is branch service manager. 

A branch house, reporting to Rich- 
mond, was opened in Roanoke, Va., at 
515 Park St., S. W. J. E. Crutchfield 
is branch manager, and J. H. Cohen, 
branch service manager. 

In Chicago, H. N. Newbold replaced 
J. P. Mcllhenny, resigned, as district 
appliance sales manager. 

The Amarillo, Texas, branch has 
been moved from 806 S. Grant St. to 
113-115 Polk St. 


W. B. Amstatter Joins Wesco 


W. B. Amstatter, formerly vice-presi- 
dent of the Zork Hardware Co., El 
Paso, Texas, has joined Westinghouse 
Electric Supply Co.’s headquarters 
office. He will work as assistant to H. 
M. Gansman, general sales manager. 


Cupid’s Arrow Smacks 
Electrical Salesman 


We think the Associated Press story 
was well written, so we shall quote 
directly. 

San Francisco, June 25 (AP)—Spec- 
tators gaped when they saw a skywriter 
spell out “I love you” above suburban 
San Mateo. 

“My plane is equipped with a sky 
writing device,” said Ted Airheart, 
electrical supply salesman, today, “and 
I just got the idea I would like to 
write ‘I love you’ in the sky above 
my girl’s home.” 

He declined to reveal her name. 


Graybar Service Awards 


George K. Heyer, general telephone 
and power apparatus sales manager 
heads the list of employees of the Gray- 
bar Electric Co. to receive service 
awards in July. He completed 35 years 
with the company on the first of the 
month. 

Nine other Graybar employees cele- 
brated the passing of the 20, 25 and 


30 year milestones. In Seattle, John 
J. Lisiecki, manager of the merchandis- 
ing department reached the 30 year 
mark; Perry E. Day completed his 
quarter century of service; and George 
D. Longmuir, supply and lighting de- 
partment manager, has had 20 years of 
service. Kansas City gave two twenty 
year buttons: one to Clifton O. Landes, 
service man, the other to Anna Main- 
elli, PBX operator. Atlanta had two 
awards: a 25 year one to Charles H. 
McFee, service manager, and a thirty 
year one to Edna Edwards, a PBX 
operator. Cleveland pinned the 25 year 
button on Carl R. Baehr, salesman; 
and: Pittsburgh rewarded Albert J. Hun- 
kele, stock maintenance, for 30 years 
of service. 


Monroe Electric Moves 


The Monroe Electrical Supply Corp., 
formerly of 253-55 Clinton Ave., N., 
Rochester, has moved to new quarters at 
155-157 St. Paul St. In the new loca- 
tion the company occupies three floors. 


Olschan Opens New Home 


On July 10, the Olschan Electric 
Supply Co., of Bridgeport celebrated 
the opening of its new warehouse and 
showrooms. The new building is lo- 
cated at 728 Main St. The company 
was formerly at 147 Middle St. 


Reichardt Issues New Catalog 


The Reichardt Electric Co., Houston, 
Texas, just past its fifth anniversary in 
May, has issued a new catalog covering 
all lines handled. The company, whose 
warehouse has grown from 6000 square 
feet in 1932 to 16,000 square feet at 
present, covers the city of Houston and 
the surrounding territory for a radius 
of 150 miles. 


Wesco Managers Shifted 


L. M. Johnson, formerly branch man- 
ager at the Binghamton, N. Y., branch 
of the Westinghouse Electric Supply 
Co., has been. transferred to Trenton, 
N. J., as branch manager. W. L. Nisbet, 
who has been manager of the Trenton 
house, will succeed Mr. Johnson at 
Binghamton. 


Graybill Doubles Sales Force 


At the Lancaster, Pa., branch of the 
Jno. E. Graybill Co., Ellwood Frey, 
William Yohn and J. B. Doster have 
been added to the sales force. in the 
New York store, Arthur Wennerstrom, 
A. L. Dudrear, H. S. Rickert and Fred 
Murray increase the former sales staff. 
These new additions bring the total 
number in the sales organization to 41 
members. 
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INDUSTRY IS BUYING: MERCURY LIGHT... 








Order your auxiliary devices which were de- 
signed especially for these lamps from the 
General Electric Vapor Lamp Company. Order 
the lamps from any of the seventeen Sales Divi- 
sions of the Incandescent Lamp Department. 





... you can profit 


In steadily-growing numbers your customers are showing a pref- 
erence for this modern light. And, the orders for replacement lamps 
are beginning to pile up. You can add to your profits by really 
getting behind the trend to better lighting—made easier and 
cheaper with the aid of General Electric Type H Lamps. 

Users everywhere appreciate the 60-140% greater efficiency of 
the mercury lamps and the psychologically cool white light which 
may be obtained by combining mercury and incandescent lamps. 
Both qualities are an aid in lowering sales resistance. The General 
Electric 400-watt Lamps are rated at 2,000 hours. Comprehensive 
lines of conventional type luminaires for these lamps are now on 





the market. 

The assistance of the field and promotion men of the Incan- 
descent Lamp Department and the General Electric Vapor Lamp 
Company is available to help you in the promotion of sales. Write 
for complete details. 


GENERAL @ ELECTRIC 


General Electric Vapor Lamp Co. %°H Incandescent Lamp Department 
891 Adams Street, Hoboken, N. J. Dept. 165, Nela Park, Cleveland, Ohio 
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ManuFactTurers’ News 








SIGNING UP while the cameraman 
goes to work. Charles W. Appleton, 
vice-president of General Electric Co., 
is about to sign up for 68,339 square 
feet of exhibit space at New York's 
1939 World’s Fair. The head of the 
Fair, Grover Whalen, is the witness. 
General Electric plans to use the space 
for the construction of a building in 
which will be told the story of elec- 
tricity in the “World of Tomorrow.” 





TRAVELING SALESMAN. Yes sir, 
he is really a salesman and really a 
traveler, for A. L. Kirby covers the 
northeastern part of the country for 
Grenelee Tool Co. When he settles 
for a few days, he can be found at the 
New York office. 
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Promotions At Colt’s 


Dwight G. Phelps, manager of the 
electrical division of the Colt’s Patent 
Fire Arms Mfg. Co., Hartford, Conn., 
has been appointed vice-president in 
charge of that division: Mr. Phelps en- 
tered the company’s service in 1902 as 
an office boy, and after 22 years became 
general sales manager. In 1929 when 
Colt’s established its four divisons, Mr. 
Phelps was appointed manager of the 
electrical division. He has been an 
active member of N.E.M.A. for many 
years, serving as vice-president in 1934. 

Coincidentally with Mr. Phelps’ new 
appointment, F. T. Moore, vice-presi- 
dent, has been named first vice-president 
of the company; H. D. Fairweather, 
treasurer, also became a vice-president ; 
and B. F. Conner, manager of the plas- 
tics division, became vice-president in 
charge of that division. 


Carrier Co. Bids In 
Syracuse Plant 


The former Franklin plant, of over a 
million square feet, taken over recently 
for taxes by the city of Syracuse, was 
bid in at public auction for Carrier 
Corp., Newark, N. J. It is expected that 
80 per cent of the administrative and 
production operations of the air condi- 
tioning company will be shifted to Syra- 
cuse within the year. 


Triangle Moves Offices 


The Triangle Conduit & Cable Co. 
has moved its executive offices to new 
quarters at Horace Harding and Queens 
Boulevards, Elmhurst, L. I. 


Chalkiadi Leaves G. E. 


T. F. Chalkiadi, who for some time 
has been associated with dealer promo- 
tional activities of the General Electric 
air conditioning department, Bloomfield, 
N. J., has left the company to manage 
the New Haven, Conn., outlet of Auto- 
matic Appliance Co., Inc., G-E air con- 
ditioning distributors, of New Haven 
and Stamford. He will have complete 
charge of the distributor’s activities in 
New Haven, including a co-operative 
program for architects, heating contrac- 
tors, and builders. 


Beatty Manager Of Range Sales 
For Westinghouse 


R. M. Beatty assumed the duties of 
manager of range sales in the range and 


water heater department, Westinghouse 
Electric & Mig. Co., last month. He 
has been with the company for seven 
years, acting as sales promotion man- 
ager of the northwestern district, with 
headquarters in Chicago for the past 
three years. Previous to his affiliation 
with the Westinghouse organization, he 
was with the Lindemann and Hover- 
son Co. of Milwaukee, and Domestic 
klectric Appliance Co., Peoria. 


McGill Sales Changes 


V. L. Warren, who has been located 
in Minneapolis, will take over the sales 
for the electrical division of the McGill 
Mfg. Co., Valparaiso, for Minnesota, 
the Dakotas and northern Wisconsin. 
Al Schultz will travel the states of Mis- 
souri, southern Illinois, Indiana, Ken- 
tucky and western Ohio direct from the 
factory. 


Tork Clock Appointments 


The V. G. Christiansen Sales Co., 
1107 Farnam Street, Omaha, has been 
appointed district representative for 
Tork clocks in Iowa and Nebraska. 

In northern New Jersey, Frank J. 
Reilly, 36 Franklin Road, West Engle- 
wood, has resumed his sales connec- 
tion with the Tork Clock Co. after 
several years in development and main- 
tenance work with similar apparatus. 
He will handle sales and _ service 
throughout northern New Jersey. 


Premier Appoints Specialty 


The Premier Division of the Electric 
Vacuum Cleaner Co., Cleveland, has 
made the Specialty Supply Co., distrib- 
utors for their vacuum cleaners in 
northern Indiana. The company will 
handle demands for cleaners by all 
dealers in that territory. 


Hopkins New York Manager 
For General Cable 


R. S. Hopkins has been made man- 
ager of the New York sales office of 
General Cable Corp. He will be located 
at 205 East 42nd St. 


Palmer Co. Moves 
To Wakefield, Mass. 


Ten years of expanding business at 
its Waltham, Mass., factory have made 
it necessary for the Palmer Electric & 
Mfg. Co. to find new quarters, and on 
Sept. 1 production will begin in 50,000 
sq. ft. of floor space leased from the 
Heywood-Wakefield property at Wake- 
field, Mass. This will provide about 
double the manufacturing area available 
in the Waltham plant, which will be 
given up by the company. 
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PASS & SEYMOUR inc. 


Syracuse, N. Y. 
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WITH A BRILLIANT LINE OF WALL PLATES 





sTHREE NEW FINISHES 


A COMPLETE LINE 
PRICED RIGHT 


With the introduction of multi-gang plates— 
the P & S New Process Metal Plate Line is now 
rounded out to the most complete, popular- 
priced plate line obtainable—it's the COMPLETE 
LINE—a line that you can standardize on for all 
requirements. 

Ivory-X and Brown-X plates have a multiple 
coat of baked-on insulating enamel which gives 
them a rich, lustrous appearance. 

Chromex (Stainless Steel) plates are made of 
nickel chrome metal—a new departure in wall 
plate manufacture—the finish is right in the metal 
—it can’t chip, peel, or wear off. 

Send in your order today and be prepared to 
serve your customer's demand. 


PASS & SEYMOUR, INC. 
SYRACUSE, N. Y. 


IVORY-X BROWN-X CHROME-X 
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HIGHEST QUALITY ‘VARNISHED CAMBRICS | 
FOR EVERY INSULATING JOB 


S TRAIGHT or bias tapes that lie snug and flat, are promptly avail- 
able in widths from 2” up—also rolls up to 36” wide. 
Acme Insulations are made of cotton cloth woven from selected long staple yarn. 
This is coated under accurate chemical and thermal control with a pure vegetable oil 
varnish developed through long specialization. The result is a tough, flexible product of 


maximum tensile and dielectric strength. Choice of yellow or black—dry, tacky or 
greasy finishes. Salesmen’s samples when requested. 


Acme fA Wire 


PRODUCTS 





THE ACME WIRE CoO., NEW HAVEN, CONN. 


VARNISHED INSULATIONS — MAGNET WIRE — COILS — CAPACITORS 
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OLIVER ALL PORCELAIN 
HOUSE BRACKETS... 
A TYPE AND SIZE FOR 
EVERY REQUIREMENT 


Oliver House Brackets are made of 
the highest grade dry porcelain with 
screws, toggle bolts or carriage bolts 
securely cemented into insulator. 
Well rounded surfaces prevent chip- 
ping and assure quick drainage of 
water in any position. 


OLIVER IRON AND STEEL CORPORATION 


PITTSBURGH, PENNSYLVANIA 


—AEBROVED AND D ACCEPTED SINCE a) 

















: PERSONALS 





C, E, Apps, R. M. Vinine, G. W. 
|McInTosu, in the supply department, 
land C. H. Puitiips and Eppre Rey- 
|NOLDS in the appliance department, are 
| all members of the force of the General 
| Electric Supply Corp., Atlanta, who 
|have joined the company since the first 


| of the year. 


Howarp G. WIPPERMAN, covering 


| Buffalo and vicinity, is a new member of 


the sales force at Graybar Electric Co., 
Buffalo. Joun T. Porter has been pro- 
moted from warehouse to stock main- 
tenance, and L. V. SmitH from stock 
maintenance to correspondence. K. R. 
Wuipps is new warehouse man, and 
ELLEN RUNNALLS, another newcomer, is 
billing clerk at the same company. 


A. H. MAcALLISTER is now specialty 
man on major appliances for the H. J. 
Gorke Estate, Syracuse, in the Syracuse 
area. 


J. D. BrookMan is traveling the 
northern territory for the Independent 
Electric Co., Muskegon, Mich. 


WILLIAM YOHN and ALEx Frey are 
new outside salesmen at Jno. E. Graybill 
& Co., Lancaster, Pa. Yohn covers the 
town itself, and Frey is in the county. 
Oscar LUTTRINGER, former salesman, 
has been made manager of the Lancaster 
branch. CHARLES BENNER is in charge 
of quotations and service, and HARRY 
Buckius, Jr., is counter salesman at 
this branch. 











CONTENTMENT with a pipe. Our 
pipe smoking friend is J. Allen Acker- 
man, co-owner of the Brown-Ackerman 
Co., Morristown, N. J. These boys 
have done well since they purchased 
the Dean Electric Co. last year. Theirs 
is an old friendship, originating in 
World War days when they were both 
in the Marine Corps. 
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CONDITIONS ARE ‘RIGHT 


The wind, sun, temperature and the proper tackle are important to the fisherman. Con- 





CONDUIT FITTINGS 

















ditions and salable merchandise are important to the electrical wholesaler interested in profit. 

For years RACO-ALL-STEEL-PRODUCTS have enabled successful electrical whole- 
salers in all sections of the country to profitably meet the requirements for switch boxes, 
outlet boxes, cutout boxes, cabinets, fuse cabs and conduit fittings. 


The two famous trade-marks back of these products represent a total of over 40 years of 


FUSE CABS, 


manufacturing experience and engineering that keeps abreast of modern wiring trends. The 
combined resources of All-Steel-Equip Company, Inc. and Roach-Appleton Manufacturing 
Co. are behind this line which has the acceptance of contractors, dealers and industrials. 

The conditions are “right’’ for you to profit by the sale of dependable RACO-ALL- 
STEEL-PRODUCTS. Mail the coupon today. 


CABINETS, 


DISTRIBUTED NATIONALLY BY 


ALL=“STEEL-“EQUIB COMBARNY, INC. 


General Offices: 346 John St., Aurora, Ill. 
Factories: South Bend, Ind., Aurora, IIl. 


SWITCH BOXES, OUTLET BOXES, CUTOUT BOXES, 


RACO «e- ALEL=“STEEL 








ALL-STEEL-EQUIP COMPANY, Inc. 
346 John St., Aurora, IIl. 
Gentlemen: [| Please mail complete literature on the 


RACOeALL-STEELe PRODUCTS line. 


[_] Please have your salesman call. 
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1911 MEAD ST. 








TIME SWITCH 
LINE 


that makes 
salestime more 
profitable 





Some of the reasons why 
demand continues for Badger 
Time Switches are that they 
are dependable in operation 
—they are easy to install— 
economical in operation—are 
Underwriters’ approved—and 
are reasonably priced. 

We invite you to investi- 
gate the possibilities offered 
in our very complete line. 

Write for complete descrip- 
tive literature. 


RELIANCE AUTOMATIC 


LIGHTING CO. 


RACINE, WIS. 


























INTRODUCING three members of the 
force of Coghlin Electric Co., Wor- 
cester, Mass. Nicholas Corey, at the 
left, is a counter man. The gentleman 
who does the purchasing, B. E. Bab- 
cock, is in the center and Tom Cleary, 
another counter man is at the right. 





TRADE BULLETINS 





Connectors—Bulletin 4074. Direct 
mail folder featuring line of power con- 
nectors. Intended for public utilities, 
industrial plants and contractors — 
Burndy Engineering Co., 459 E. 133rd 
St., New York City. 


Controls—Spiral-bound book describes 
line of safety controls, limit controls, 
furnace controls, and sealed mercury 
contact switches.—Mercoid Corp., 4213 
Belmont Ave., Chicago, IIl. 


Distribution Systems—Booklet, 21 pp., 
illustrated, describes enclosed method of 
electrical distribution which permits 
circuits to be plugged in where required. 
—Bull Dog Electric Prod. Co., 7610 Jos. 
Campau Ave., Detroit, Mich. 


Flashlights—Dealer catalog, 52 pp., 
illustrated. Complete list of dry bat- 
teries, lamps, flashlight cases and lan- 
terns.—Burgess Battery Co., Freeport, 
Ili. 


Horizontal lamps—Booklet, “Greater 
Lighting Efficiency” describes 33 in. 
and 50 in. horizontal Cooper Hewitt 
lamps as redesigned for improved indus- 
trial lighting —General Electric Vapor 
Lamp Co., Hoboken, N. J. 


Motors—Bulletin, Form 1033, illus- 
trated. Direct current motors from 1 
to 300 hp. pictured with technical data 
for each.—Century Electric Co.. 1806 
Pine St., St. Louis, Mo. 


Radio—Broadside contains material on 
several new models with newly devel- 
oped “Miracle tone chamber.”—Emerson 
Radio & Phonograph Corp., 111 Eighth 
Ave., New York City. 


Roastet—Booklet covers “Model 101” 
roaster and grille combination, emphasiz- 
ing proper method of using this appli- 
ance.—Proctor & Schwartz Electric Co., 
7th St. & Tabor Rd., Philadelphia, Pa. 
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Rod Straightener—Bulletin No. 10, 
covers the rod straightener and shear 
machine, supplied in four models.— 
American Foundry Equipment Co., 555 
S. Byrkit St., Mishawaka, Ind. 


Slip Ring Motors—Covers line of mo- 
tors, from 1 to 350 hp., suitable for any 
application where wound rotor motor is 
desirable—Century Electric Co., 1806 
Pine St., St. Louis, Mo. 


Switchgear—Booklet GEA-2605 is a 
pictorial guide to switchgear equipment, 
including air and oil circuit breakers; 
power switching equipment, switches 
and devices, and relays.—General Elec- 
tric Co., 1 River Rd., Schenectady, N. Y. 





LETTERS 





Why Not Six Per Cent? 


To Tue Epitor: 

I am very glad to note that in the 
July issue of ELECTRICAL WHOLESALING 
you have stirred up the question of 
more ample residence wiring. 

I note the heading, “Why Not Four 
Per Cent?” This is very good, in- 





deed, but I have wondered even at this | 


time, if you are about to adopt a slo- 
gan, why it would not be wise to shoot 
a little higher. 

About a year ago I had occasion to 
have analyzed some figures, which we 
had obtained from one of the taxing 
bodies, as I recall it, involving ap- 
proximately 105,000 domiciles of rea- 
sonably recent construction. Of course, 
in a city like Chicago, a high percent- 
age of these were individual apartments 
in apartment buildings ranging any- 
where from two apartments to 100 or 
more. 

From an average of a very consid- 
erable number taken from this group, 
the figures showed that 6.9 per cent 
of the total cost of the building was 
spent for heating apparatus, 6.4 per 
cent was spent for plumbing, 2 per 
cent flat was spent for wiring and 84.7 
per cent was spent for the rest of the 
building. When one considers that 
wires and pipes are the great factor 
of difference between the very live- 
able modern home and the mediaeval 
castle, it seems remarkable that only 
15.3 per cent should be spent on these 
features, but when you analyze further, 
it would seem to me, particularly with 
air conditioning in the offing, we should 
contend for as much for electrical wir- 
ing as is spent on either heating or 
plumbing. 

Therefore, I recommend you start 
with at least 6 per cent. 

Very truly yours, 
Joun F. Gricurist, vice-president, 
Commonwealth Edison Co., 
Chicago, Ill. 




















Form is impor- 
tant in electrical 
fittings as well as 
bathing beauties... 
and that’s one of the basic 
reasons for the wide popu- 
larity of Appleton’s “35 Line” 
Unilets. Note the rounded ends of 
the cover opening and the absence of 
ear lugs. These two features give you 
added wiring space and save time and 
money on many installations. 


Sold through 


wholesalers 


“35 Line” castings are made in the 
Appleton Foundry, which means they 
get the kind of supervision that pro- 
duces a perfect job every time. Cast of 
malleable iron for rugged strength and 
coated with cadmium to resist corrosion 
and rust, this line of Unilets is built to 
do the job right. That’s why electricians 
often say, “It’s a Beauty!” 


APPLETON ELECTRIC COMPANY 
1734 Wellington Ave. - Chicago, IIL, U.S. A. 


Derrorr, 7621 Woodward Ave. 
Sr. Lous, 420 Frisco Building 
Atianta, 230 Luckie St., N. W. 


No-Thread 
type in all 
popular styles 


Threaded 


type in all New York, 76 Ninth Avenue 


San Francisco, 655 Minna St. 
Los Ancetes, 340 Azusa St. 


APPLETON 
Threaded and No-Thread Malleable 


UNILETS 


REG. U.S. PAT. OFFICE 


popular styles 





Standard for Better Wiring 
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Cat. No. SE63PF4 - 6XF Service 


| 
CLASSIFIED ADS 





Equipment with Main Switch, 
Range Circuit and four Lighting 
Branch Circuits 


Easy to STOCK 
Easy to SELL 


TANDARDIZED Panelboards and 
Service Equipment— compactly 
packaged and plainly marked for 
ready identification—makes @& 
products easy to stock. They occupy | 
minimum storage or shelf space. 


You get more business when you 
can make prompt deliveries... 
This is especially true right now 
when building activity is booming 
in the residential, commercial and 


icluding references. 





industrial fields—when extensions 
and additions are being made that 
require new and larger @ equip- 
ment. 

Your Salesmen have at their dis-| 
posal the services of the @ Sales 
Organization on all jobs requiring, 
specialized sales effort . . . Contact) 
your local @ Sales Representative. 


Get New Catalag No. 56 


It is a valuable business-je’=-ng) 
“handbook” for Electrical Whole- 
salers...Complete and intelligently 
arranged to make it easy to figure 
prices accurately and quickly. 


Frank A dam 


ELECTRIC COMPANY 


ST. LOUIS 














Rates: 
tion $2.00, additional words two cents 


Fifty words or less, one inser- 


each. Payment in advance is required 





for advertising in this column. 


Representatives Wanted 


Man with experience in the New 
England territory who knows the elec- 
trical contractors and wholesalers, to | 
directly represent a manufacturer of 
national repute. Give full details in | 
Box 82, ELECTRICAL 
WHOLESALING, 330 W. 42nd St., New 
York City. 


Midwest Manufacturer of wiring 


strip wants active representation in 
southeastern states: Wisconsin, Neb- 
raska, Kansas, Colorado, Washington 


and Oregon. Excellent proposition and 
attractive commission. Line meets com- 
petition and is sold exclusively through 
wholesalers. Replies should state lines 
now handled and territory coverage. 
Box 83, ELECTRICAL WHOLESALING, 330 
W. 42nd St., New York City. 


Well-established manufacturer 





of complete line of staple commodities | 
sold through electrical wholesalers has 
opening for sales representatives in II- | 
linois, Wisconsin, Nebraska, Iowa, In- | 
diana, Kansas and Missouri. Include in | 
reply lines now handled, territory cov- | 
ered and references. Box 84, Exec | 
TRICAL WHOLESALING, 330 W. 42nd St., | 
New York City. 











AT THE ENTRANCE of the West 
Philadelphia Electric Supply Co. stands 
Louis Schneider. Lou has charge of the 
supply and appliance departments of 
that firm. When he’s not managing, 
he’s out on the golf course swinging 
at the little white ball. 





AUTOMATIC 
ELECTRIC 





Show these handsome, modern 
handset telephones to your pros- 
pects for intercommunication 
service. They'll go for them in a 
big way—and your sales will in- 
crease accordingly! 


These private telephone systems 
are designed and produced specif- 
ically for the high quality, me- 
dium price field by one of the 
world’s largest manufacturers of 
telephone equipment. They rep- 
resent the last word in snappy, 
modern appearance, perfect per- 
formance and complete reliability. 
Complete systems are available in 
capacities of 2, 6, 10 and 11 sta- 
tions, with wall or desk type tele- 
phones. Write at once for illus- 
trated catalog and discount sheet. 


AUTOMATIC ELECTRIC 
INTERCOM. SYSTEMS are 


designed for private service. 
They cannot be connected 
with the public telephone 
system. 


AMERICAN AUTOMATIC 
ELECTRIC SALES COMPANY 
1033 West Van Buren Street, Chicago 


——— 
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An answer to the demand 
for a non-tamperable fuse 


Resists tampering and over-fuseing 


Can’t be replaced by a penny or slug — and it is practically 
impossible to bridge with tinfoil, strands of lamp cord or any 
other material. 

Stops use of over-size fuses — a 20 or 30 ampere Fustat will 
not fit in a 15 ampere receptacle or adapter. Similar limitations 
apply to all other sizes. 

Once you have installed the correct size to protect, your pro- 
tection cannot be taken from you. 


But that’s not enough oe 

A non-tamperable fuse that would blow on 
starting currents would be an impractical 
device—a terrible nuisance—so the Fustat... 


Wipes out any excuse for tampering 
because it stops needless blowing . . . 


Won't blow when washing machines, refrigerators or other 
motors start. A 15 ampere Fustat will permit you to load an or- 
dinary circuit to capacity — and yet not blow on motor starting. 

It gives you SAFE PROTECTION without USELESS 
SHUTDOWNS. 





Protects flexible cords against burnout— 
in spite of its long time-lag 
The Fustat contains a fuse. The ability of a fuse to 


protect against dangerous cord shorts or grounded cir- 
cuitsis well known. 





Adapter fits 
Edison base The Fustat 
i Sere HOLDS like a LARGE FUSE when safety permits, 
place. yet 








OPENS likea SMALL FUSE when safety demands. 


Retails at 7'2c 








The FUSTA 
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Makes safe 


protection 
remain safe 


Stops loss 
of money 
on needless 
“blown fuse’ 
service calls 


Permits 
adding more 
appliances 
to present 
circuits 


RETAIL 
PRICE 
ok, eS 4 


Th 
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Certainly YOU NEED THIS 





SONDVIT CLAMP 


V+ 


UTLET BOX AND 
OM XTURE HANGER . 


Ff 
tT 


SPRING WING 
TOGGLE BOLTS 





FEN 


Qo008 





[oo00000000000000} 


PERFORATED 
MANGER IRON 


— 
= 





ROMEX STRAP 


mS. TYPE 


C1_Dd= 


B.N TYPE 





LEAD ANCHORS 


STEEL EXPANSION 
ANCHORS 


—AND NUMEROUS OTHER BUILDERS’ 


THE PAI 


Yours for the asking ... the 
most completely informative 
work ever compiled on build- 
ers' anchoring devices and 
other metal specialties for 
the Electrical, Architectural 
and Contractor fields. 


It represents 25 years of 
leadership. Every item in this 
splendid catalog is of the 
pe and quality that 
meets, most satisfactorily, its 
specific use and purpose. 
ney Paine product is so 
guaranteed. 


Used as a reference, it 
points definitely to innumer- 
able time, labor and money 
saving applications. SEND 
FOR IT NOW. 


Eastern Office 


2951 Carroll Ave. 79 Barclay St. 
CHICAGO 


NEW PAINE CATALOG 


for complete Electrical Wholesaling 


SEND 
FOR IT 
TODAY 





NE co. 


NEW YORK CITY 


METAL SPECIALITIES 





SECTIONALS 
witcr 
BOXES 














No. 285 Double 
Duplex Receptacle 
Nozzle 


The most attrac- 
tive, compact and 
easy-to-install fit- 
ting on the market. 
Shown in illustra- 
tion with No. 200 
Cover Plate. 

















EASY 


TO SELL 


EASY 


TO INSTALL 
AT A PROFIT! 























No. 110 Latrobe 
Watertight 
Box 


Cut-away view of No. 
110 Box showing how 
the tapered unit recep- 
tacle fits tapered open- 
ing in top of box body. 
The last word in de- 
sign, appearance, and 
simplicity of installa- 
tion. 























A Complete WRITE 
RESIDENTIAL, 
COMMERCIAL, for 
INDUSTRIAL 
Line FL OOR BOKE? CATALOG 
AND WIRING SPECIALTIES 
FULLMAN MFG. CO. PY n‘n 
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PROMOTED. The man now in charge 
of the commercial activities of the ap- 
paratus divisions of Westinghouse Elec- 


tric & Mfg. Co. is H. F. Boe. In ad- 
dition, Mr. Boe is responsible for the 
sale of Westinghouse products in the 
eastern district. Long associated with 
Westinghouse (1900) he has devoted 
most of the past years to engineer- 
ing and sales work. Before joining the 
company, “H. F.” studied at the Casino 
Institute of Technology and the Car- 
negie Institute of Technology. 





Salesman wanted by manufactur- 
er’s agent operating in southern Cali- 
fornia, with headquarters in Los Ange- 
les, representing nationally known lines 
of wire and cable, boxes, EXO switches, 
fittings, wiring devices, etc. Man must 
have thorough knowledge of business 
and well acquainted with local trade and 
capable of producing large volume of 
business. Excellent opportunity for 
right man. Box 85, ELECTRICAL 
WHOLESALING, 330 W. 42nd St., New 
York City. 


Position Wanted 


Contact man, with many years’ 
experience in electrical supply field, 
available for missionary work on behalf 
of manufacturers to introduce new 
items or lines to public utilities, indus- 
trials, etc. Located in New York City. 
Willing to travel. Box 86, ELEctTRICAL 
WHOLESALING, 330 W. 42nd St., New 
York City. 


Lines Wanted 


A Philadelphia organization, 
with show room and warehouse in the 
heart of town, traveling four men, sell- 
ing dealer, commercial and industrial 
accounts, desires connections with man- 
ufacturers who are interested in per- 
sonal representation and desire their 
merchandise pushed. We have an out- 
let for volume sales and can prove our 
ability to sell. Box 81, ELectricar 
WHOLESALING, 330 W. 42nd St., New 
York City. 
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new customers, keep old ones sold — with Security 












Friction Tape. Security Friction Tape wins friends, 
makes sales everywhere — because it’s the quality 


tape that lives up to its name: Security. 
c— 
a 
— 


re 


NON-RAVELING 
STRAIGHT TEARING 
HIGH TENSILE STRENGTH 
HIGHLY INSULATING 
STRONG ADHESION 








SECURITY BEYOND 
PRICE AND 
SPECIFICATIONS 






or States Rubber a | 


nie 7 United States Rubber Products, Inc., 1790 Broadway, New York, N.Y. en 
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Wuars NEW 





A Section Devoted to Manufacturers’ 


Descriptions of Their New Products 





Waffle Server 


Consisting of a fully automatic waffle 
iron, a specially designed cut glass drip- 
cut batter pitcher and dripcut syrup jug, 
with chromium top, this set makes waffle 
serving a pleasure. Patented knife edge 
release in chromium top of pitcher and 
syrup jug prevents dripping or running. 
Plate glass tray, with bar chrome handles 
and rim is also included. Lists at $21.95. 
Proctor Electric Co., 7th St., & Tabor 
Rd., Philadelphia, Pa.—Electric Whole- 
saling, August, 1937. 


Cabinet Dishwasher 


This new cabinet type electric dish- 
washer combines the washer, the sink- 
basin and work surfaces in a single space- 
saving unit. May be installed as separate 
unit or to replace an old sink. Cabinet 
is of all-steel, finished in white dulux. 
Standard toe space permits natural work- 
ing position. Monel metal sink basin has 
new design fixtures, including swinging 
pedestal-type mixing faucet, and combina- 
tion drain and crumb cup. Work top 
and back splasher is finished either in 
black Micarta, monel metal or green 
Jaspé linoleum with monel metal trim. 
Dishwasher has total capacity of 57 
dishes, including glasses, and 45 pieces 











of silverware. Only plumbing connec- 
tions required are to hot and cold water 
pipes, and to drain. Dishtank is filled 
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and emptied through combination fill and 
drain fixture attached to sink basin. 
Switches on the panel ‘between dishwasher 
and sink cabinet control the dishwasher. 
Upper switch turns the motor off and on, 
and the lower controls the washing and 
draining operations. Centrifugal pump 
provides positive discharge of water from 
tank. Westinghouse Electric & Mfg. Co., 
East Pittsburgh, Pa.—Electrical Whole- 
saling, August, 1937. 


Non-tamperable Fuse 


Marketed under the name “Fustat,” 
this non-tamperable, interchangeable plug 
fuse is available in 15 to 30 amp. sizes. 
The new fuse is a two element overcur- 
rent protective device which combines a 
fuse to take care of heavy overloads and 
a thermal cutout to provide lag or motor 
starting currents. Small overcurrents 
cause the solder in the thermal element 
to soften before they become excessive in 
duration, thereby permitting a spring to 
pull the fuse link out and open the circuit. 
The non-tamperable feature is provided by 
means of an adapter which screws into the 
present Edison cutout bases, and which 
has a spur that makes it impossible to 
remove the adapter without destroying it. 
Different pitches to internal threads of 
the adapter prevent its use for fuses of 
sizes larger than its rating. “Fustats” 
of different ratings have different pitch 
threads to fit the proper adapters so that 
it is impossible to use a 20 or 30 amp. 





Any bridging must extend from upper 
contact bar (A) past screw toothed disc 
(B), washer (C) to connect with bottom 
contact (D) because all parts are insu- 
lated from each other. In the adapter 
bridging would have to extend through 
saw toother upper ring (F) to center 
contact (I) which must be pressed down 
before current flows. Lower metal ring 
(H) is preceded by an insulated section 
(G). Adapter is locked in by spur (E). 


fuse mm a 15 amp. adapter. Tampering is 
aisu maae difficult by the “Fustat” design, 
wnicn not only prevents the insertion of 
a penny or a slug, but by means of a spur 
at the bottom of the device pushes aside 
any metal device that might be used for 
bridging. Bussmann Mfg. Co., St. Louis, 
Mo.: National Electric Products Corp., 
Pittsburgh, Pa.; Kirkman Engineering 
Co., New York City.—Electrical Whole- 
saling, August, 1937. 








Pull-Out Service Switch 


This new unit, providing in one assem- 
bly a main switch, range switch, 4 cir- 
cuits of lighting and a 30 or 60 amp. tap 
for water heater or bus extension, is de- 
signed with unit block on sub-base. Re- 
movable for wiring by loosening one 
screw. Centralized assembly in cabinet, 
enabling main entrance switch to be lo- 
cated at top, or reversed to locate main 
and range circuits at cabinet bottom. Ad- 
ditional wiring space available between 
rear wall of cabinet and unit: block, per- 
mitting all wires to be pulled in and 
shaped up without block in place. . Pull- 
out fuse holders have heavy wire handle 
and post-type solderless connectors. One 
screw provided to keep main cover closed, 
assuring use of auxiliary cover for fuse 
replacement, giving safety “dead front” 
advantages. Colt’s Patent Fire Arms 
Mfg. Co., Hartford, Conn.—Electrical 
Wholesaling, August, 1937. 


“Toe-Base” Range 


With recessed base to prevent scuffing, 
this range is finished in white enamel with 
black and chromium trim. Has two side 
compartments for storage of electric ap- 
pliances and cooking utensils. Work top 
is air-cooled, with acid resistant. finish. 
Bakelite oven handle. Takes 40 in. by 
27 in. floor space. Surface units include 
one 88 in. open coil unit, 1800 watts; 
three 64 in. units, each 1200 watts. Two 
oven units, 2250 watts and 2000 watts. 
Appliance outlet on switch panel, 660 
watts. Oven has mineral wool insulation 
and porcelain lining. Maximum — con- 


nected load, 10,310 watts. Weight, crated, 








341 pounds. Landers, Frary & Clark, New 
Britain, Conn.—Electrical Wholesaling, 
August, 1937. 
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Jobber Co-Operation—A Permanent Policy 


CRESCENT ENDURITE SUPER-AGING INSULATION e WEATHER PROOF WIRE 
August 1937 — ELECTRICAL WHOLESALING 65 


CRESFLEX NON-METALLIC SHEATHED CABLE e SERVICE ENTRANCE CABLE e MAGNET WIRE e BARE WIRE 
aTGVS GAYONUVY © SAIGVS AVAMNUVd GNV GESVYINA-GVaT © SGWOS AIGIXAIA © AIGVD TVNSIS © SAWIM 





Modern Fixture 


This commercial lighting fixture is of 
modern streamlined appearance. Known 
as the “Ster-Lite,” the fixture is a bal- 
anced combination of “Lite-Flo” reflectors 
and opal glass louvres. The reflectors 
direct light to working surfaces with 
minimum loss. Louvres diffuse light to 
illuminate vertical surfaces. Recommended 
for commercial interiors. Manufacturer 
claims more effective light per watt-hour 


= 





of current. Reflector & Illuminating Co., 
300 W. Adams St., Chicago, Ill—Elec- 
trical Wholesaling, August, 1937. 


Interference Filter 


Developed to overcome the interference 
caused by electric razors in radio receiv- 
ers, this filter is known as “Type AE 
Elim-O-Stat.” Filter is of the capacitive- 
induction type, containing not only the 
conventional condensers but also induction 
coils for maximum filtering effect. 
Installation made easy by built-in plugs. 





Finished in black crackle. Solar Mfg. 
Corp., 599 Broadway, New York City.— 
Electrical Wholesaling, August, 1937. 


Streamlined Flashlights 


New mechanical improvements mark 
this line of flashlights. Ratchet locking 
focus, compartment for spare lamp, lamp- 
protecting bumper block and_ foolproof 


ihe, 7 | 
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switch are new features. Barrels are 
seamless brass, nickel-plated. Removable 
headbridge permits lodged cells being re- 
leased from both ends of barrel. Burgess 
Battery Co., Freeport, Ill.—Electrical 
Wholesaling, August, 1937. 
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Portable Amplifier 


These 20 to 50 watt amplifiers have 
three inputs, separate gain controls, and 
dual tone control. Improved circuits, us- 
ing cathode ray tubes as overload indi- 
cator and stabilized feedback, to improve 
frequency characteristics. | Streamlined 
modernistic control dials. Base black. 
Hooded cover of modernistic design, 
pearl gray, with flush type basket weave 
top, to provide ample ventilation. Stain- 
less steel band between base and hood. 
Embossed name plate, finished in deep 
red. Volume indicator provides easy vis- 
ibility to detect distortion. Jewel pilot 
indicator. Supplied complete, equipped 
with microphone, floor stand, speakers and 
tubes, or amplifier chassis and case with 
or without tubes. Webster Electric Co., 
Racine, Wis.—Electrical Wholesaling, 
August, 1937. 


Continuous Outlet System 


_Known as “Plugmold,” this new con- 
tinuous outlet system may be used both 
in new construction and modernizing ex- 





isting structures. System consists of a 
raceway with plug receptacles. Raceway 
has channel which may be mounted either 
on surface or set into cement or plaster 
flush with surface. Cover snaps into 
channel, forming flat top. Cover is scored 
in three inch sections, corresponding in 
length to receptacles. By breaking off 
scored sections and inserting receptacles, 
new outlets may be added when needed. 
Receptacles set flush with cover and slots 
are grooved to guide plugs into position. 
Raceway with receptacles in place has 
capacity for six No. 12 wires, and knock- 
outs for 4 in. conduit or armored cable 
every 8 in. “Plugmold” may be mounted 
on top of baseboard or set on surface at 
height of baseboard and space beneath 
painted to give baseboard effect. The 
Wiremold Co., Hartford, Conn.—Elec- 
trical Wholesaling, August, 1937. 





Radio Outlet 


Attractively designed, this outlet for 
noise-reducing or “doublet” antennas 
eliminates unsightly wiring connections. 
Affords separable attachment for ground, 
antenna (two-wire), and power leads for 
radios. Outlet has three slots in upper 
portion for ground and antenna connec- 
tions, and usual two in lower portion for 








power plug. Metal divider is attached 
to body of outlet to separate high and 
low tension circuits in switch or outlet 
box. Special cap is available with polarity 
arranged to prevent antenna and ground 
circuit from connecting with power side 


of outlet. General Electric Co., Bridge- 
port, Conn.—Electrical Wholesaling, 
August, 1937. 


Mica Padding Condensers 


Adjustable mica padding condensers, 
replacing the usual fixed condensers with 
trimmer in parallel. These units are in- 





tended for use in intermediate-frequency 
and radio-frequency circuits. Each unit 
is held together by a central screw by 
means of which the capacity may be ad- 
justed. Units are fabricated of mica, im- 
pregnated to repel moisture. Aerovox 
Corp., 70 Washington St., Brooklyn, N. 
Y.—Electrical Wholesaling, August, 1937. 


Four Slice Toaster 


Only slightly larger than the usual two- 
slice toaster, this four-slice toaster will 
toast twice as much bread in the same 
time. Equipped with switch so that toast- 
ing capacity can be cut in half. Chrom- 
ium plate finish, Has walnut feet, with 
walnut handles on doors to match. 





Equipped with standard length separate 
Underwriters’ cord and attachment cap. 
Dominion Electrical Mfg. Co., 22 Elm 
St., Mansfield, Ohio.—Electrical Whole- 
saling, August, 1937. 
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TRICO FUSES and KLIPLOK CLAMPS 


Cash in on the increasing demand for TRICO 
Powder-packed Renewable Fuses and KLIP- 
LOK CLAMPS. 

Daily, more engineers and plant executives are find- 
ing out that wasted Kilowatts and wasteful 
















GENERAL OFFICES 
TRICO FUSE MFG. CO. 
MILWAUKEE, WIS., U. S. A. 
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RENEWABLE FUSES 
with THe Famous 
TAMPER-PROOF 
POWDER- PACKED 
ELEMENTS 


FOR 


shutdowns can be stopped by adopting this famous 


TRICO combination. 


Get the complete TRICO story from our Representa- 
tive, or write for literature—samples—sales helps— 


proposition. DO IT TODAY! 








KLEPLOK 
CLAMPS 





QUALIT 










IN CANADA 
IRVING SMITH, LTD. 
MONTREAL 









| YAGERS has stood 
the 

Test of 
Time 





Since 1873 Yager's soldering salts 
have been recognized as a qual- 
ity product, making new friends, 


keeping old ones. 


Priced Right 


Vy pound cans. . . $0.50 ea. 

1 poundcans... .80ea. 

5 poundcans... 3.00 ea. 
Less by reshipper cartons. 


YAGER’ 


S 








Ask for 
FREE SAMPLE 





Alex R. Benson Co. Inc. 
Hudson, N. Y. 








PROFITS now.. 


when you sell the 


current. 


@ No chemicals or moving parts. 
@ Even ‘hum-free" direct current. 
@ Special voltage control feature. 


Write for Bulletin BET-101 





TELENCO ELIMINATOR: 


Use it for telephone systems intercommunicat- 
ing phones, dial systems, relays and other de-; 
vices that require a low voltage, pure direct 


: 
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TELENCO- Manufacturer's 
ELECTRICOIL Agents... 


COMPANY A few territories 


287 Broad are still open. 
oe Write for details. 





New York, N. Y. 
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Automatic Spotlight 


Automatically prefocused, this spotlight 
aever requires adjustment. Has Mazda 
prefocused lamp and special die-cast re- 











flector. Black circles and distortions of 
light pattern in spot cast by ordinary 
flashlights have been eliminated. Spot 
is even, round and bright. Light projec- 
tion distance is increased. Available in 
two and three-cell models with special 
switch to prevent accidental lighting, and 
official Boy Scout model, with belt clip. 
Barrels are of seamless brass tubing, 
chrome plated, with lamp shock absorber. 
Luminous-dotted black band makes case 
easy to locate in dark. National Carbon 
Co., 31 E. 42nd St.. New York City.— 
Electrical Wholesaling, August, 1937. 


Automatic Furnace Controls 


This combination control for fan and 
limit switch settings is contained in one 
case. Double adjustments provided, per- 
mitting individual setting of both “high” 








and “low” operating points. Range can 
be adjusted over entire scale and differ- 
ential can be set for close operation or 
widened to meet any field requirements. 
Visible dial is calibrated from 50 to 300 
degrees. Control automatically opens 
electric circuit and acts as safety limit to 
prevent overheating. Prevents blowing of 
cold air into room if furnace is not hot 
enough to deliver heat. Adjustable flange 
facilitates installation on furnace hood. 
Sealed mercury switch is operating 
medium of this control. Control dial 
regulates tipping of mercury switches. 
Strain release is provided to prevent in- 
jury to mechanism or bi-metal coil, when 
temperature goes above or below normal 
operating range. The Mercoid Corp., 
4201 Belmont Ave., Chicago, Ill—Elec- 
trical Wholesaling, August, 1937. 





SIMPLE, ISN'T IT? 
ILSCO 






SOLDERLESS CONNECTOR 


NOTICE: The triangular wedge formed by 
the tang and V-bottom collar 

which forces the wire into a solid 

mesh— 

NO set-screw contact . . . 

NO flattening or separating of 
wires... 

NO limitation to one size wire . . 

NO shearing effect whatsoever . . 

NO special tools required to 
make connection . . . 


NO need for you to search any longer for the PERFECT 
Solderless Connector——WE HAVE IT! 








Ilsco solder lugs show the size of the largest 
wire they will take. 





FREE—A large display board, 
containing mounted samples of 
ILSCO lugs. Sent upon request. 











ILSCO COPPER TUBE & PRODUCTS, INC. 
5629 Madison Road, Cincinnati, Ohio 

















CHRISTMAS IS ONLY 
190 DAYS AWAY 
GET 
READY 
FOR BIG 
BUSINESS { 


e Universal Clips outsell all clips 
on the retail counters. The only 
positive grip, swivel socket Christ- 
mas tree light clip. They help the 
sale of other lighting ornaments 
by making it easy to place them 
in proper position. Simple to at- 
tach, saves time. Takes all size 
sockets and candles. 






Get your stocks ready now for the 
big 1937 Christmas Trade. Feature 
these '‘'Perfect Stander - Uppers" 
and cash in on them. 


Write for prices and samples 
PAPER FINISHING COMPANY 
Fastenings Division 
610 W. Van Buren St. ..Chicago, Ill. 








ELECTRICAL WHOLESALING — August 1937 























